


MILLIONS OF 
MOTHERS DEMAND 


POLL- PARROTS 
FOR THEIR PERFECT FIT 
AND 
ALL-LEATHER QUALITY 


= You can sell with confidence any 
Star Brand line (Poll-Parrot, Uptown 
or Heel Latch). There’s no fluctu- 
ation in the quality standards of 
Star Brand shoes. Time tested 
specifications build customers. .. 
and good steady customers mean 
greater sales. 














Shoe retailets say, this Fall they’re giving American men more for 

their shoe dollars in Johnsonian’s new high in Performance Value. 

Day in and day out long wear, smart styles, and fine workmanship 
all bah te to this value and cu stomer sati fe ction which is boost- 
ing sales and profits ‘fo r Jo fan nsonian dealer 





___ SOUHNSOMAN LIVISION mon Pani abaha ho: 


In Trimfoot 
Pre-School Shoes 


- ... the new, rug- 
ged goatskin with 
a rich, natural 
grain, makes up beautifully in these 
moccasin-toe Trimfoot Pre-School 
Shoes. Brogandi's unusual “‘breath- 
ing’’ qualities put the accent on 
health ..as does Trimfoot's exclusive 
“Cuddle Back” heel construction. 
$020 White Brogand: Moccasin-toe 
Blucher with “Cuddle Back” heel construc- 
tion. Fully lined. Flexible walking soles. 
Wedge heels. 
5021 Same in Brown Brogandi. Sizes 
3 to 6, C and D, retail for $2.25 and cost 
you $1. 30. Sizes 6% to 9, B, C, and D, 
retail for $2.75 and cost you $1.60. 


PAT E N T .. smooth and 
gleaming... 
makes perfect party shoes. These 
adorable Trimfoot Pre-School patents 
are as comfortable as they are dainty, 
thanks to “Five Point Foundation 
Fitting’ and their light weight, 
flexible soles. 
5222 Black Patent One-Strap. Leather 


quarter linings, lined vamps. Light walk- 
ing soles. edge heels. 


5232 Same in “ Mary jane” pattern. Sizes 
6% to 9, C and D, retail for $2.75 and 
cost you $1.60. 


READY FOR DELIVERY JULY 25th 


Write today for details. Address 
Trimfoot Co., 4060 Forest Park 
Boulevard, St. Louis, Missouri. 


MEI | Pre-School SHEES 
"Ciel Black 
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and Comfort is what the wearer of shoes made 
of Kangaroo is assured of. Kangaroo’s appeal- 
ing qualities such as its pliability, softness, 


strength—(17% stronger. weight for weight. 
than any other leather) — its highly glossed Kang 
extra sales to the merchant who insists on a ore ts 


well balanced stock of Kangaroo shoes each Comfort, long wear, and smartness are most 
important in men’s footwear and that's why 
Kangaroo is first choice of the most discrim- 
inating customers. 


wt F by the... 
> qh [9  o SURPASS LEATHER COMPANY 
SS cannes w Conta tea 
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season. 
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, THE LOGICAL WAY TO SELL THE 
FEATURE JUVENILE MARKET 


ALSO MADE FOR WOMEN 


STOCK SERVICE - 


CURTIS-STEPHENS-EMBRY CO, wwe. READING, PENNSYLVANIA 
ALSO MAKERS OF MODERN AGE SHOES 
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The number of outstanding 
G/E Sole Stitching Machines 
— Model C reached an all-time ~ 
high in March and April of this 
year with a resultant record- 
breaking production for these 
same months. 


Underlying these figures is a 
basic reason in the fact that 
more manufacturers than ever 
before are finding it advanta- 
geous to solve a variety of 
sole-attaching problems by 
the use of this machine and 
its lockstitch seam. 


WAC SOLE STITCHING 
MACHINE—MODEL C 
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! The aint heal 
behind him.... 


ITH all of this defense work going on, the 

question is sometimes asked: “Why and 
what should we advertise if we cannot fill orders?” 
Now, what does the word “advertise” mean? You 
would probably get a hundred different answers 
from a hundred different people. Perhaps the 
best way to define it is to say what it is intended 
to do. So far as I have observed, the function of 
advertising is to get people to want what you make 
and to keep them wanting it. And the latter is 
especially important when you cannot satisfy 
your normal customers in these abnormal times. 


It reminds me of the story of the young soldier 
who was called to war and was obliged to leave 
his sweetheart for an indefinite time. You remem- 


ber, “The Girl I Left Behind Me.” 


The boy who went to war was very much in love 
with the girl he left behind him. And she with 
him. But she was a beautiful girl who had many 
admirers. And our young friend was too wise to 
believe in the old proverb: “Absence makes the 


__ heart grow fonder.” He. knew. that. the. medern-- 


version was that his absence would make the other 
‘guys grow fonder, and the girl, perhaps less fond. 


Our hero resolved that after all the effort and 
time that he had spent in winning his sweetheart’s 
affections and his place as No. 1 man, he would 
not let his rivals win by default through his ab- 


sence. No, indeed, he would see to it that she was 
reminded of him often and of the good times that 
they had had together and the better times that 
they could have after the war was over. 


So the boy who left the girl behind inaugurated 
and carried out a campaign of promotion to keep 
from becoming the forgotten man. Sometimes 
when there wasn’t much activity aside from drills, 
he was hard put to it to find interesting things to 
talk about, but he could always tell her how much 
he missed her, how much he loved her and how 
much he wanted to be with her again. 


And boys, believe me that letter that she got from 
him every week or two kept her thinking about 
him and kept her from thinking too much about 
the temporary beaux who took her out in the 
meantime. 


Perhaps, you will find a moral in this with respect 
to advertising under present-day conditions. For 
certainly, your biggest promotion job today, when 
you are called to war work, is to make merchants 
keep on wanting what you make, whether or not 
they can get it. And to keep them wanting it until 


you are ready to give it to them. 


It’s hard to forget some one that you’re made to 
remember. 


An editorial by John H. Van Deventer, in THE IRON AGE 
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The GREAT NATIONAL SHOE WEEKLY 


Your Direct Line To The Point Of Sale 


A CHILTON @ PUBLICATION 


100 East 42nd Street 


New York, N. Y. 
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and now 


STRETCHABLE SHOES IN 


SMOOTH KID 


Latest Triumph in “Lastex” Yarn Technique 


STRETCHABLE SMOOTH KID is the newest addi- 
tion to the rapidly growing family of leathers 
and fabrics now available for stretchable foot- 
wear. Since the introduction of stretchable 
shoes by Alfred Vamos five years ago there 
has been an insistent demand from both manu- 
facturers and retailers for this highly desirable 
shoe material. But the problem was by no 
means a simple one. The backing woven with 
“Lastex” yarn which had proved one hundred 
per cent satisfactory in millions of pairs of 
shoes made with suede, gabardine, crushed 
leather and other materials had to be greatly 
modified to prevent its puckering or wrinkling 
the delicate smooth kid surface. But now after 
two and a half years of painstaking research 


and experimental work Alfred Vamos has suc- 
ceeded in developing a flawless, stretchable, 
smooth kid leather. Many thousands of pairs 
of smooth kid shoes are in production under 
the new process as this advertisement goes to 
press. And it is quite certain that the develop- 
ment of stretchable shoes made with “Lastex” 
yarn has taken another mighty stride forward. 
All of which will be very good news to the 
millions of wearers, hundreds of manufac- 
turers and thousands of retailers who have 
benefited, in their various ways, by the beauty, 
fit and comfort of the modern stretchable shoe. 


For models, samples and prices on 
all types of shoe materials, fabric 
or leather, made with “Lastex” 
yarn, apply to ALFRED VAMOS, 
406 Marbridge Building, New 
York City. Alfred Vamos is the in- 
ventor and patentee* of Vamos 
stretchable shoes, the authorized 


manufacturer of stretchable mate- 
rials for shoes, and the selected 
consultant for shoe manufacturers 
using materials made with Lastex” 
yarn. For general information on 
the uses and advantages of “Lastex” 
yarn in any other type of apparel 
or accessories, write address below. 


"PATENTS ASSIGNED TO 


UNITED STATES RUBBER COMPANY 


/ 


atte. THE MIRACLE YARN THAT MAKES THINGS FIT 
REG. U, S. PAT. OFF. 


An elastic yarn manufactured exclusively by United States Rubber Company, makers of 
; “Laton” yarn, 1230 Sixth Avenue, Rockefeller Center, New York City 
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To CREATE CUSTOMERS: ADD TO APPEARANCE 


To HOLD CUSTOMERS: ADD TO PERFORMANCE 


Celastic adds to the appearance of footwear by 
accurately reproducing from the last the lines 
which establish toe character. Shoes fashioned 
with Celastic become Matched Pairs. 


Celastic adds to shoe performance by creating 
a durable toe structure. With Celastic, the box is 
true to the last—trim and firm in the shoe. On 
the foot, the toe lining remains wrinkle-proof. This 
means greater comfort for the wearer and more 
satisfactory performance. 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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—*: that sells# your shoes 


Here s a name that adds something to your prestige 


relate MiilebMel Mail Mile lal 


facturers you represent a plus valve that your customers recognize and 


respect Long associated with fine custom shoemaking, it stands for 


definite qualities of the Gallun vegetable tanndges qualities that give 
the wearer genuine satisfaction as well as pride of ownership. Eye 
our window and at the fitting stool glove-like comfort at 
comparative freedom from painful pinching with weather 
iges—these are a few of the well-known advantages. Remind your 
»mers of these plus voilue and win their loyalty. Check the Gallun 


bers when you order j Gallun & Sons Corporation, Milwaukee, Wis 


Eskimo Calf Cretan Calf Norwegian Calf 


A hi dee ee ih 


smooth but not glazed hand-boorded grain 
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BERNARD BROWN, controller at 
Lit Brothers, Philadelphia, Pa., 
says: 

“A good text today would be to 
consider Joseph and the fat years 
followed by the lean years. If you 
do not do a real toil and sweat ex- 
pense job this year or as long as the 








defense spending continues; if you 
do not create a real profit; and if 
you do not put away a large portion 
of any net increased profit that 
Government taxes permit you to 
retain; if you do not, while the 
harvest lasts, prepare for the 
drought, dust storms and famine 
thereafter, you will starve to death 
when they come.” 


. * . 


H. KENNETH TAYLOR, vice- 
president and publicity director of 
John Taylor Dry Goods Company, 
Kansas City, Mo., says: 

“Every American is certainly go- 
ing to do his utmost to protect his 
country, but the amount of protec- 
tion that his country needs or will 
need is still in a somewhat embry- 
onic, chaotic state in the public 
mind. How real and how close is 
the threat to our American system 
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the 


of democracy? That, time alone 
will tell, but time today has acquired 
2000 horsepower propulsive forces. 
Events move with such celerity that 
from bed time to dawn we hardly 
know what the up-rising will be. 

“Twenty-four years ago in 1917 
retailers cooperated most generously 
in many, many ways when the call 
to the colors sounded. If a similar 
call comes at some future time, re- 
tailers will not be niggardly in their 
Americanism. This, we know be- 
yond all question of doubt. 

“¥ think there is one definite issue 
we will have to school ourselves to 
accept—that e America is go- 
ing to have to PAY FOR PEACE, 
no matter what event precedes it.” 


Red 


WILLIAM S. STREET, assistant 
general manager of Frederick & Nel- 
son, Seattle, Wash., said recently: 

“Whether she will work in a store, 
a defense plant, airplane factory or 
whether she will work for the Red 
Cross, British Relief, Home Defense 
or any other organization, it is our 
belief that all women will be work- 
ing. Women will be busy in most 
cases on important jobs. They will, 








of Trade 
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therefore, want to be assured of 
sensible, practical, comfortable 
shoes for the long, on-duty hours 
during the day. Their clothes and 
other accessories will be tailored 
and very practical and functional in 
their very fashion. We know now 
that the ready-to-wear lines for this 








coming Fall will show a preponder- 
ance of daytime fashions in tailored 
styles which will naturally have its 
influence on shoes and which the 
retailer and manufacturer must be 
conscious of. 

“There is one thing that you can 
do that I think will be good for 
every shoe retailer in America. 
Stress the necessity of condensing 
styles—which means buying fewer 
patterns and larger size runs; and 
that spells better business and less 
markdowns. There are many more 
sales lost in shoe departments be- 
cause you do not have the size than 
because you do not have the style. 
I assume, of course, that every re- 
tailer will have a balanced stock to 
begin with, covering the lasts, heel 
heights, materials, colors and pat- 
terns. 

“Retailing has been characterized 
by some as a non-essential industry 















to a war economy. This I dispute. 
The American standard of living 
is one of the things we are prepar- 
ing to defend. This war or revolu- 
tion has basic economic as well as 
political differences as its back- 
ground. The American retailer is 
in the front line of the fight to main- 
tain the American standard of liv- 
ing.” 
* * we 

H. M. MALCHMAN’S combination 
shoe, clothing and dry goods store 
is a landmark of twenty-two years 
of service in Provincetown, Massa- 
chusetts—at the very tip of the 
Cape. Sailing up in those parts, we 
needed some deck shoes and stopped 
in at the store. In the course of the 
conversation, Mr. Malchman made 
the remark: “Oh, you’re a shoe 
man!” Acknowledging the tribute, 
we told him who we were—where- 
upon, with a great deal of pride, he 
went to his desk in the back of the 
store and brought forward a copy 
of the annual Big Number of the 
Boot aNp SHoe Recorper. Again 
an exchange of compliments. 


S 





We discovered that he was a shoe 
man first and the rest was inci- 
dental. Our comment on the di- 
versity of carton labels that he had 
in stock brought forth the answer: 
“When you buy thirty-six pair lots, 
the inevitable consequence is slow- 
selling sizes in a community that 
has its major strength in its Sum- 
mer trade. With our sort of set up 
we've got to buy lots of interesting 
things. Just at present we are hav- 
ing a run on plain leather sandals. 
Naturally, the early buys of every- 
thing else accumulate. In a way, 
resort towns have a problem of 
salesmanship that is far more dif- 
ficult than the regular trade in the 
regular way in the big cities. Make 
no mistake about it—the shoe busi- 


ness is interesting and I love it.” 
* * * 


T. C. SPERRY, controller of The 
Lamson Brothers Company, Toledo, 
Ohio, says: 


12 








—The thermometer today is record 
high—94 degrees; the mind is 
sluggish; ideas won't come; so I'll 
tell you a short, cool tale . . . 

—Tom Jones was a swell bridge 
player, but his wife was quite the 
reverse .. . lousy in fact. 

—One evening they were invited to 
a card party, and Tom and his 
wife were partners. 

—Tom held ndid hands, as did 
Mrs. Tom; *, ts a be - 
pected, she did everything she 
shouldn't have done . . . much to 
Tom's disgust. 

—As they left for home, the front 
steps of their host's house were 
covered with ice, so Tom took his 
wife's arm in a firm grip and said: 
“Be careful, darling, or you might 
slip and break your . . . damned 
neck!" 


—And that's enough for now. 


SU Teen 


President 





“Many good stores, in the past, 
have continued to pay dividends in 
bad times as well as in good times; 
as long as there was cash in the 
bank, dividends were paid, whether 
there was any working capital left 
for the operation of the business or 
not. I have known of instances 
where large amounts of working 
capital have actually been used in 
expansion programs—working cap- 
ital, that a few years later was ex- 
tremely essential in the preservation 
of that business. 

“Had financial budgeting been in 
vogue, that condition could have 
been pointed out and then if the 
money should be spent, manage- 
ment could have no complaint as to 
the results. They would have gone 
into the deal with their eyes open.” 


RUBE METZ, whose two specialties 
are so well known to all the shoe 
fraternity, selling men’s shoes right 
in the heart of Chicago, says: 

“If anybody told me a year ago I 
would fill my windows with shoes 
retailing at $9.45 and $11.45, I 
would have told them they were 
crazy. Now these prices are my 
volume prices. Customers see hun- 
dreds of shoe stores with windows 
full of shoes at $5.00 and under, 
mostly under. A good smart shoe 
priced properly will bring in more 
customers than just a price propo- 
sition. Our great increase in pair- 
age for the past five months has 
come from customers who have 
been wearing shoes costing them 
less than $5.00. Our regular trade 
is buying more pairs than usual, so 
with the $5.00 men buying at twice 
that price, pairage is almost unbe- 
lievably good. 

“IT am sure many shoe retailers 
are sound asleep on this condition. 
Far too many retailers are still 
price-conscious in that they are try- 
ing to see how cheap they can buy; 
when their trade is seeing how 
good they can buy. With the aver- 
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age dealer price-conscious and the 
wearer style and quality-conscioys, 
the store that bangs away at the 
better quality merchandise is reap- 
ing a swell harvest as everybody has 
money. Why even the negro worker 
comes in here with a roll of bills, a 
pair of $2.95 shoes on his feet and 
his heart set on a couple of pairs at 
around $11.45. 

“What a hop has come over the 
bowling shoe business! We have 
long since stopped selling just bow]- 
ing shoes. What we feature is Fit, 
Quality and Style. If a woman 
wears a size 744 AA shoe, she gets 
a size 7% AA bowling shoe. And 
that’s one reason she and all her 
friends, male and female, spread 
the word that ‘Metz bowling shoes 
take your mind off your feet and 
put it on your game.’ ” 
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W. M. LOMAN, personnel rela- 
tions manager of The Hecht Com- 
pany, Washington, D. C., says: 

“An employee's attitude and in- 
terest toward a job is in no way to 
be confused with his capacity or 
skills or knowledge. However, all 
of these factors are necessary to 
skillful performance. 

“If there is anything at all to 
training, it must be possible to 
change people which would make 
us feel that in place of a’ program 
of discovering any one shaped peg 
to fit any one shaped hole, that we 








rather attempt to discover stock 
pegs and then whittle them, through 
training, to fit the available hole. 
“In times of labor shortage, the 
store having an elaborate testing 
selection procedure would be at a 
disadvantage.” 
THE Boot Fitting Service, estab- 
lished in the United Kingdom of 
Canada, is in the capable hands of 
Captain H. C. Blachford, whom 
many of us will remember from his 
visits to the National Shoe Fair in 
the States. Captain Blachford is 
not only a thorough shoe man but 
an ex-World War officer. Here’s 
what the Shoe and Leather Journal 
of Toronto has to say about him: 
“From the shoeman’s standpoint an 
interesting development has _ recently 
taken place in connection with Canada’s 
armed forces. Under the authority of the 
Inspection Board of the United Kingdom 
of Canada there has been established a 
Boot Fitting Service with a view to seeing 
that the military boots issued are giving 
comfort and satisfaction to the men who 
“Captain H. C. Blachford, former! 
' i R ormerly 
well-known Toronto retailer, has been 
given charge of the new service. At the 
. present time the staff comprises five shoe- 


ting service are already visiting all units 
where boots are issued and giving in- 
structions on the proper use of a Govern- 
ment-a measuring device as well 
as ing information on the service 
the are giving, etc. 

“It is interesting to note that the ser- 
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e Air Force in August, 

to the Navy in 

1940, and the Army in March, 

very well received 

interested in the 

and particularly 

Medical officers 

e that since the work 

their petty feet troubles in hos- 

pital have been reduced 50% to 60%.” 


THAT bag of marbles item evi- 
dently started some thinking because 
a shoe man called us up on the tele- 
phone and said that his children 
played games with marbles. They 
put them in a row, picked them up 
with their toes, and hopped across 
the room, to deposit them in a heap. 
The first one picking up his quota 
wins the game. 

Then one of our ad men tried to 
prove how prehensile his toes were. 
He took off his shoe and sock, 
picked up a pencil with his toes and 
wrote his name with it. 

Isn’t it amazing how one thing 


leads to something else! 
ao - oc 


H. D. BROHM, vice-president of 
Wieboldt Stores, Inc., Chicago, IIl., 
says: 

“At this early date in defense 
planning, merchandise managers 
and buyers in a few lines are becom- 
ing concerned about the possibility 
of price decreases because of heavy 
advanced commitments by retailers 
and over-bought conditions that 





many will find themselves in in the 
coming few months. Retailers have 
a way of getting themselves in a 
bad inventory condition through 
advanced buying. Vendors bring 
out substitutes or changes in designs 
which will compete with merchan- 
dise on the shelves of retailers. So 
here again the management must be 
alert to the possibilities and recog- 
nize conditions as they occur neces- 
sitating markdowns because of ad- 
vance buying. 

“Opinion is divided on this sub- 
ject and many retailers are limiting 
advanced buying to those items for 
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which they anticipate delivery dif- 
ficulties. Others are not only buy- 
ing because of anticipated delivery 
difficulties but because of anticipated 
price increases. Irrespective of the 
reasons for advanced buying many 
merchants are more conservative 
than in 1933 and 1937, feeling that 
the retail business is speculative 
enough in these times without add- 
ing to the degree of speculation 
through buying in advance.” 


ee 
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"10.95 for your thoughts, Dear.” 








The Editor’s 


Outlook 


FIRST AID FOR 
YOO-HOO FEET 


Picture on opposite page— 
Story on page 40 
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Price May Play Second Fiddle 


UNDER the compulsion of military necessity, things are 
going to be done in the months to come to both you and 
your business, the like of which never happened before. 

Prepare yourself for the day when shortages will be 
manifest in the land. Shortages in all the things now 
super-abundant. Shortages due to defense needs or in 
promoting the psychology of a war-like nation. 

We’re in it and business is going to be regulated and 
controlled. Priorities will be made to jump through 
iron hoops. 

Leon Henderson, ‘Price and Supply Administrator, 
threw a chill into business last week when he said: 


“I wish I could tell you that we had an easy solution, that 
everything is going to be all right. I can’t promise you any such 
hope. All I can tell you is that only by sweating blood and 
tears can the dislocations be held to a minimum. 

“No exactly similar paradoxes ever confronted American busi- 
ness. Customers, ready, eager, and able to buy will be crowd- 

the market places and stores, but manufacturers will be un- 
ab e to get enough raw materials to satisfy demands. All of us 
will get tired and sick of hearing that unfamiliar word ‘shortage.’ 

“Prices are going up. But many of you never met that ter- 
rible monster who destroyed family income in the last war—old 
H. C. L. (high cost of living) himself. Shortages have brought 
him back into the prospect. We will deceive ourselves if we be- 
lieve that the cost of living will level off shortly and everything 
will be all right. Costs and prices of many consumer items have 
already risen at the wholesale level—it’s only a question of time 
lag when they will hit the pocket book. 

“Tt would be less than human for sellers to want to get higher 
prices, vet if this country permits unwarranted price rises, the 
results will be inhuman. Inflation is a soulless destroyer. 

“Before long now there will be more purchasing power run- 
ning around hunting something to buy than there are goods 
available. If that occurs to substantial degree, no power on 
earth can prevent inflation.” 


We, in the shoe business, have it pretty well estab- 
lished in our minds; and thinking customers have it also 
in mind, that shortages have an effect on prices and that 
higher prices are inevitable. We, in shoes, have already 
felt a notable increase in demand, which has resulted 
from the improvement in employment. We haven’t seen 
the beginning of shortages yet. By next Fall they will 
be well upon us. Fortunate, in a way, are we in shoes— 
that we are an adaptable sort of business men, who can 
utilize many materials in the great diversity of shoes, 
when the pressure of shortage warrants it. 
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We are in honor-bound on promises made to govern- 
ment, that we will not—through advertising and printed 
statement—high pressure the public to BUY NOW as 
against shortages later. 

These are the weeks for determining price levels for 
Fall. Some organizations have been very fortunate— 
inching along their price increases. As a result, the 
progressive increases—a nickel at a time since the first 
of the year—have not unduly disturbed the public; and 
has put them in a favorable light with government as 
well as with their own profit position. 

In many stores there hasn’t been an increase of any 
sort in retail prices, even up to this writing. It is going 
to be hard to take a 10 per cent jump in September on 
prices above $6.50. The better way seems to be—if 
you've priced your shoes at $3.50, make the first jump 
to $3.95; from $6.50 to $6.95. In other words, inch 
along in the dollar grooves that have been so acceptable 
to the public over the years. 

The time is coming when shoes will have to go into 
those dollar levels that were formerly psychologically 
stale and difficult. In a way, there is no explanation why 
shoes sell better in the $6.00 to $6.99 range than they do 
in the $5.00 to $5.99 price bracket. Nor, for that matter, 
in the $8.00 to $8.99 over the $7.00 to $7.99. 

It is mighty important that you hold the customer and 
it is doubly important that you get a price to cover your 
increased costs and increased expenses. More so, when 
the period of shortages comes into full play. Customers 
will be coming into stores and not finding the types they 
want nor the size they want nor the goods they want and 
it hurts like the dickens to see customers walk out. It’s 
going to take better salesmanship and certainly better 
shoe fitting. Price may play second fiddle to supply. 

It may be some consolation—all merchants are in 
the same boat and government regulation is going to be 
very stringent—particularly on the subject of giving 
supplies to favored customers and withholding supplies 
from others. There will have to be an equitable distribu- 


tion of merchandise—or else! 
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An Eye to the RUTURK... 


THEY'RE coming to town in droves. White collar 
workers—many of them making more money working 
for the government than they have made in many years. 


You can take it on the say-so of Herbert J. Rich, Jr., 
of B. Rich’s Sons. Business is good. People in Washing- 
ton have the money, and they’re spending it. 


However, the firm of B. Rich’s Sons is taking a very 
realistic viewpoint toward the business boom in the 
national capital. They are not sitting back and letting 
the increased business just come to them. The firm this 
year is celebrating its seventy-second year in business— 
Rich, Jr., is the fourth generation, which is quite a rec- 
ord for Washington—and good though business is today, 
the Rich family wants to see to it that business continues 
to be good. 

Their answer is two-fold—continued emphasis on 
promotion, window displays and advertising, and very 
important, a determined effort to keep old customers 
coming back to their store: 


Their first pay checks are going into shoes and clothing, 
and Washington, D. C., is experiencing one of the great- 
est selling booms in its history. 


Left: “A Porter’s Pride is in His Shoe-man- 
ship.” B. Rich’s Sons borrowed equipment 
from the Pullman Company—the curtains 
and ladder—to set up this authentic display. 


Right: A “Scotch” window display, with 

authentic Scotch Tartan plaids, over which is 

pinned the name of the clan from which it 

stems. Alongside are the clan histories of 

MacGregor, Buchanan and Royal Stewart. 

Plaid socks and English camel's hair woolies 
are prominently displayed. 
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c., IS 
BOOMING, WITH GOVERNMENT PAYROLLS 


BUSINESS IN WASHINGTON, D. 


AT AN ALL-TIME HIGH, AND THE FIRM OF 
B. RICH'S SONS IS GETTING ITS SHARE. 
HOWEVER, LOOKING AHEAD TO THE RE- 
TURN OF NORMAL STANDARDS, HERE'S 
PLANS FOR 


HOW THE FIRM LAYS ITS 


FUTURE CONTINUED BUSINESS 


Rich’s sends out this letter to customers of 


their men’s 
weeks following a purchase. T: 


department ey Ey six 


er is ac- 


companied by the small card below which en- 


titles the customer to shoe laces. 


More than 100,000 new people have come to Wash- 
ington within recent months to swell the ranks of govern- 
ment employees, most of them going into new defense 
agencies of the government or into Federal bureaus and 
departments which have been expanded because of de- 
fense work. 

The result is that there is a constant stream of new 
customers. But young Mr. Rich, who is the store’s pro- 
motion manager, believes that the new customer must be 
given an incentive to come into B. Rich’s Sons—through 
“dramatic promotion”—and that the old customer must 
be brought back into the store again and again. 

The old customer is the stand-by. The boom business, 
coming as it does primarily from the many new people 
who have come to town, may continue for quite a while 
and then again it may not. But the old customer will 
probably still be around when all the new faces have 
gone. 

“We don’t want to lose track of the old accounts,” says 
Rich, Jr. “Despite the expansion in business, we feel 
we should keep in constant contact with them.” 

Rich’s is making a particular effort in this direction at 
the present time. Contact with old customers is being 
maintained through the mails and by telephone. All in- 
active accounts are checked on. 

Even though business is especially good, Rich’s is 
going after new customers by keeping on its toes in pro- 
motion. Mr. Rich, Jr., who is particularly interested in 
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windows, says that “Windows must be kept up to the 
minute,” and he places perhaps more emphasis on this 
phase of promotion than on the others. However, 
despite the expansion, there is no slackening in other 
phases of promotion. They are always on the lookout 
for a dramatic presentation in print. 

The windows, which face on both F Street and Tenth 
Street, are small and shallow, and for this reason, con- 
stant attention must be given to obtaining the best pos- 
sible effects with the material at hand. 

One of the ideas that is in the making to attract the 
new business in Washington was inspired by doing a 
little fancy thinking around the name “Foot-Saver.” 
Foot-Saver . . . life-saver. . . 

The result will be a “life-saver” display. The side of a 
boat, a boat rail, life-savers. Everything will be built to 
make the display look cool, with shoes laid inside the 
life-savers. 

One piece of window display which brought in a lot 
of business was a Pullman display—‘“A Porter's Pride 
Is In His Shoe-man-ship.” With a Pullman curtain and 
ladder lent by the Pullman Company, Rich’s made a 

[TURN TO PAGE 36, PLEASE] 
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CASUAL COLLEGIATE MOOD —Costumes 
for Dormitory Wear. Popular garments are: 
Slacks Outfits and practical Quilted Robes. 
Popular materials are: Flannel, Corduroy, 
Velveteen, Brushed Rayon. Popular shoes 
are: Casual types like Summer play and 
slacks shoes made in colors and materials to 
coordinate with Fall dormitory clothes .. . 
corduroy, felt, soft leathers, etc. We give you 
here a popular slacks outfit with corduroy 
trousers and knitted sweater top. The casual 
wedge shoe is of corduroy, too, trimmed with 
nailheads to match the nailhead sweater 
trimming and belt. Note: Nailheads are 
smart on all kinds of house costumes includ- 
ing very dressy fragile materials and gowns. 


an sa ter “ance Ve Sw Lee eee a ae 
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OPPORTUNITY TO SELL FOUR DIFFERENT 
KINDS OF HOUSE SHOES RANGING FROM THE COLLEGE SLACKS SHOE TO THE 
DRESS-UP HOSTESS SLIPPER, FROM EASY-ON SCUFF TO LACED-UP BALLET SHOE. 


. COZY COMFORT - LOVING MOOD—Cos- 4) 
tumes for Cold Winter Nights. Popular gar- 4 > 
ments are: Warm Winter Robes, plain and — R 
quilted. Popular materials are: Moiré, Vel- ew 
veteen, Corduroy, Chenille, Flannel. Popu- 
lar colors are: Light and Brilliant colors . . . 
solid, two-tone combination, or multi-colors, 
in stripes, plaids or prints of from five to 
eight colors with pastel or dark grounds, 
Combinations of air blue with wine or with 
flag blues and reds, or flag red or blue with 
touches of white, are slated to be very good. 
In solid colors, air blue, star sapphire, the 
jewel tones . . . ruby, emerald and sapphire 
. . . conventional Burgundy, green and copen, 
are leaders. Popular shoes are: Warm house 
slippers . . . shearling-lined, frequently with 
“fur” or shearling collars . . . in fabrics or 
soft leathers. We give you here a double- 
breasted flannel robe. The military braid 
trimming is repeated on the warmly lined 
felt scuff, attractive for Fall tailored robes. 





18 Boot and Shoe Recorder 





GRACIOUS HOSTESS MOOD—Costumes for In- 
formal Entertaining. Popular garments are: Din- 
ner Coats, Pyjamas, Slacks . . . Gaucho and Chinese 
inspirations important. Popular materials are: 
Sheer Wool, Rayon, Silk, Corduroy. Popular shoes 
are: Casuals dressed up in metallics, brilliant 
colors and luxurious materials. Heels and styles 
may vary from the flat heel ballet shoe to the three 
inch heel and clog sole sandal with a Chinese an- 
cestor. We give you here a hostess slacks costume 
with long, full-sleeved gaucho blouse. The ballet 
slipper in kid or satin reflects the growing influ- 
ence of ankle-lacing in ballet types and the cur- 
rently popular espadrilles. The latter, close copy 
of the Pyrenees original, is an interesting de- 
velopment with a big future for tailored slacks. 


In Four Moods ggg 


LEADING INFLUENCES ON NEGLIGEES AND 4. Gaucho . . . long, full-sleeved blouse and wide belt. 
LOUNGING CLOTHES 5. Masculine . . . tailored slacks, little jackets, belted 


ss ; . coats and double-breasted great coats. 
1. Military . . . emblems and braid and nailheads. 6. Feminine . . . natural shoulders, wraparounds, 


2. Nautical . . . emblems and braid, sailor collars. lowered princess waistline. Soft draped necklines and 


3. Chinese . . . early historic and modern styles. sleeves, rich delicate materials, very frou-frou trimming. 


FURBELOWED FEMININE MOOD —Costumes for the 
Boudoir. Popular garments are: Soft Robes, either 
wraparound or with the lower fitted princess waistline. 
Chinese influence is strong in this group. Popular ma- 
terials are: Satin, Crepe, Velvet, Velveteen, Sheer Wool, 
Moiré, Bengaline. Trimming includes lace, embroidery, 
appliqué, as well as prints, studs or nailheads and all 
kinds of furbelows. Popular shoes are: All the dainty 
novelty slippers and mules in satin, moiré, brocade, 
mesh, kid, etc. We give you here a satin robe with 
princess waistline and soft natural shoulders. Satin 
mule with soft fluffy ornament. In spite of the strong 
trend to casual and tailored clothes, every woman is in 
the market for the feminine robe and slippers, if you 
promote the idea of the “occasion” house costume. 
Lounging clothes and negligees show the same range of 
mood as the more formal street clothes for this Fall. 
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BOOTS ARE WIS BUSINESS | 


And a Profitable One at That! P. B. Martin, of 


Fresno, Calif., Tells RECORDER'S Harry R. Ter- 
hune How He Built a Specialized Trade That Ex- 
tends for Miles Around Selling Boots to Dude 
Sisihins, Cowboys, Oil Field Workers, Dairymen, 
Miners, Rodeo Followers and Sheriffs’ Posse Rid- 


ers, as Well as Folks Who Ride Just for Sport. 


Rosemary Lane and Jeffrey Lynn, starred in the 
Warner Bros. picture “Daughters Courageous,” en- 
joy themselves on vacation at Lake Arrowhead. 





SO that 40-foot front window filled with 150 different 
kinds of boots impressed you, did it? 

Well, it has impressed a great many other people, too. 
Plenty of people see it for the first time passing by on 
the main highway between Los Angeles and San Fran- 
cisco. Enough of them become store customers to war- 
rant our giving all that display space to just boots. Our 
windows on the other street are reserved for dress shoes 
and seasonable footwear, so there is always a well-bal- 
anced display. 

A good-sized community may support one store spe- 
cializing in boots, providing a reasonable amount of 
general boot business can be developed within the trad- 
ing area. Martin’s has been specializing in boots for 
24 years, so has built up a real following for miles 


In front of the fireplace in the living room of his home, 

Gene Autry a number of pairs of fancy cowboy 

boots, of which he has a score of pairs, most of them 
made for him by a famous Texas boot t 


around, besides having worked out many retail “bug” 
problems. The store now houses what is considered 
the most comprehensive selection of boots in the state. 

How did we happen to specialize in boots? About 15 
years ago we had a good trade in boots for mining, 
hunting, fishing, oil men’s boots and boots for the 
ranchers. Then a few western riding men asked for 
cowboy boots. So from that a complete line was stocked, 
even to the English type riding boots for men, women 
and children. 

From the riding boots, it was natural to branch out 
into saddles, bridles and even some riding clothes such 
as skunkskin vests, bright plaid shirts and the like. 

There’s something about riding clothes that catches 
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Olivia de Havilland, Warner Bros. star, tries her hand 
at training horses, and picks this beautiful palomino at 
the farm of a friend, not far from the studio. 


the imagination of everyone. When a city boy or girl 
decides to spend a vacation on a dude ranch, he, or she, 


“shoots the works” in getting rigged for the outing. 
The main difficulty is getting the new riding clothes to 
look as though they have seen actual service. A few 
scuffs on the western boots and they are greeted with 
respect by the regulars in the riding game. 

Martin’s now has everything in the boot line from 
fancy cowboy boots to just plain working boots for oil 
field men, to say nothing of genuine moccasin fishing 
boots, wading boots, and even colored top rubber boots 
of the cowboy type. 

Who buys them? Oil field workers, cattle ranchers, 
general grain ranchers, miners, dairy men, orchardists 
and ranch hands are the practical everyday wears. Next 
come the cowboy customers, divided into two classes, 
the working cowboy who buys boots for rugged duty 
wear and the “top hands” among the cowboys who 
make the rodeos; the “swivel chair” farmers; top grade 
oil men and the great number of business and profes- 
sional men who belong to the West’s famed riding out- 
fits. This latter class want the best, with many of them 
buying hand-made boots. These people lay their money 
on the line for quality merchandise. 

In this immediate trading territory are some 15 rodeos 
yearly, with a number of our customers among those whe 
follow the big rodeos all over the country. Nearly every 
California county has its sheriff's posse. These volun- 
tary groups have the best of horseflesh and equipment. 
They are purely a pleasure riding outfit, but man, what 

[TURN TO PAGE 38, PLEASE] 
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Photos at left and in the 
center illustrate kind of 
window settings used by 
Dobyns for resort, beach 
and play shoe displays. 


by 
Ss. W. GATES 
Display Manager, 
INC, 
DOBYNS FOOTWEAR, 


Long Beach, Calif. 


SYNCHRONIZING 


Ads and Windows 


How a California Store Plans Its Promotions and Designs Its 
Window Displays to Insure a Perfect Tie-Up Between Windows, 
Newspaper Advertisements and Radio Publicity. 


THAT the art of window display has made tremendous 
strides in recent years no one can deny, and, gen- 
erally speaking, footwear display has kept pace with it. 
The writer can remember just a few short years ago, 
when the usual practice in shoe stores was to build 
displays up to near ceiling height—pyramiding pedes- 
- tals on tables and stands on tables and finally achieving 
a conglomerated mass of everything from cacks to 
work shoes, all in the same window. 

It is cheering to see the trend toward orderly un- 
crowded windows, and less of a tendency to put every- 
thing in them. That there is still much to be done to 
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improve shoe store display is also true. There will be 
increased use of the fluorescent lamp, as it improves 
both light and dramatic color, and the use of more 
individual display units featuring color promotions, 
with more emphasis on related accessories, selling more 
than one item by suggestion. 

It will be recognized that the artistic window not only 
adds prestige to the store, but by presenting forceful 
promotions, sells more merchandise. 

At Dobyns Footwear, Incorporated, Long Beach, with 
two floors of shoes, ranging from budget prices to ex- 
clusive merchandise for men, women and children, with 
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hosiery, bags, gloves, costume jewelry, English and 
Western boot departments, display must necessarily 
play a most important part. 

Our display front consists of seven windows, in which 
we try to present a continual round of dramatized 
presentations of related merchandise. For example, 
Western boots naturally call for a Western setting, 
while play shoes need a different treatment. 

To insure a perfect tie-up of windows and advertis- 
ing, meetings are held between the president, general 
manager, advertising manager, and displayman, where 
a program of promotions are outlined for the coming 
quarter. Themes are chosen, at this time, for seasonable 
promotions, and carried out in both windows and ad- 
vertising. At the time the windows and advertising 
break, copy is given to Radio Station KGER, which 
we operate, so as to present a united front, in order 

[TURN TO PAGE 31, PLEASE] 
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TAKE 90 DAYS TO PAY 
THE DOBYNS WAY 
—<t Dobyns Low Cash Prices. 


DOBYNS FOOTWEAR 435 PINE AVENUE 


Window display pictured 
at right tied in with 
newspaper ad shown 
above, repeating the mu- 
_sical note illustrative 
idea to form an effective 
Spring shoe promotion. 
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Price Fixing Legislation Faces New Haz- 
ards on Rough Road to Congressional 
Approval — House Majority Leader 
irked When Administrator Fails to Appear for 


Scheduled Conference, 


While Senators, It 


Seems, Have Other Ideas About Price Controls. 


Our of 43 monographs prepared after 
almost three years of effort by the Tem- 
porary National Economic Committee, 
the one on price behavior and business 
policy stands well up on the list of “best 
sellers.” A tabulation prepared by the 
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Government Printing Office and submit- 
ted to the Senate by TNEC Chairman 
Joseph C. O’Mahoney indicates that 3336 
copies were sold to the general public at 
45 cents a copy. 

In even greater demand was Mono- 


graph No. 26 captioned “Economic Pow- 
er and Political Pressures.” Lured into 
Federal coffers by this title was $861, 
receipts from the sale of 3444 copies. 
Senator O’Mahoney points to the sale of 
146,673 volumes of TNEC publications, 
including hearings and monographs, as 
indicating the “great public interest” in 
the committee’s findings. Other quarters 
have expressed concern over the volume 
of TNEC monographs finding their way 
into libraries and schools where many 
readers accept the documents as author- 
itative, official publications of the United 
States Government. Face-value appraisal 
of some committee documents would 
catalogue them as findings and recom- 
mendations of individuals, many of whom 
are New Deal theorists and partisans. 


* * * 


PrIcE Administrator Leon Henderson, 
who was designated price watchdog by 
the White House before the advent of 
the defense program and while he was 
still executive secretary of the TNEC, 
has so alienated some members of Con- 
gress that they are seeking a chance to 
stall his efforts to obtain price-fixing au- 
thority from Congress. 

Mr. Henderson, so the story goes, 
fared badly at a recent conference with 
Congressional bigwigs. A price fixing 
bill drawn up by the price administrator 
was so shot through with holes that he 
was invited to return with a redraft. The 
appointed hour for submission of the 
revised bill to Congressional leaders 
found three of Henderson’s aides on 
hand but net Mr. Henderson. Report is 
that this so irked House Majority Leader 
McCormick that the Administration’s 
price czar will face new hazards on the 
rough road over which price fixing legis- 
lation must travel. 


* * * 


In addition to the stout resistancé to be 
given the legislation by labor and farm 
groups, new complications are seen in 
pet price control plans to be sponsored 
by other Congressional members. Sena- 
tor O’Mahoney, advocate of licensing 
corporations under a Federal charter 
system, wants to revive his licensing 
proposal as a method of curbing prices. 
Senator Robert A. Taft, Republican of 
Ohio, has a plan to establish a five-man 
price fixing board, of which Mr. Hender- 
son would be a mere member. 

Despite its Republican sponsorship, 
the Taft proposal may encounter sub- 
stantial backing in Congress. 


* * * 


WHILE the Office of Production Man- 

agement continues in the throes of an 

internal reorganization, Mr. Henderson’s 
[TURN TO PAGE 47, PLEASE] 
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BLACK 
SHADOW KID 


is the leather the entire shoe market is talking about for simple, 
black, dressy shees. Now that it can be elasticized BLACK 


SHADOW KID straps, pumps, stepins are even more dramatic, sig- 
nificant, levely. With the renewed appreciation of suave shoe de- 
signs, BLACK SHADOW KID is a leather of great fashion promise. 


New Castle Divisionc lied Kid Gmpany 


100 Gold Street, New York City 
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Edwin L. Kimmel, left, and his father, Charles E. 
Kimmel, owner of Kimmel & Son, find the Recorder 
interesting reading. 


SEVENTY YEAR OLD FATHER AND SON SHOE STORE 
iS KIMMEL & SON IN ERIE, PENNSYLVANIA. 


Kimmel & Son, Erie, Pennsylvania, is a father and 
son shoe store with an admirable record. Seventy years 
in the same location, the original store was built by 
the grandfather of the present owner, Charles E. Kim- 
mel, in 1871. With expanding business the store has 
been enlarged and kept up-to-date. 

Entering the business as a young boy, Charles E. 
Kimmel, owner and financial head, is still active after 
52 years of service. His son, Edwin L. Kimmel, in 
charge of advertising and buying, joined in 1927, 
making fourth generation associated with the store. 
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Charles E. Kimmel writes: “We want you to know 
that we consider Boot anp SHOE RECORDER a great 
help to us in keeping abreast of the times. Through 
your editorials and articles we are informed on changes 
that are taking place and how they affect the retail shoe 
business. The advertising pages of Boot aND SHOE 
RECORDER appeal to us because, in this way, we keep in 
touch with the new lines, styles, colors and leathers 
that are being presented from time to time. Our sales- 
people read Boot anp SHor Recorper each week, as 
eagerly as my son and I do.” 
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The GAC SKI BOOT LOOP has already been 
approved by many professional and amateur 
skiers. It is the strongest and most practical de- 
vice available for this rugged and popular type 
of footgear. Laces ride through these loops with 


minimum friction and consequently wear longer. 


Make sure that your new lines of Ski Boots are 
equipped with these superior fittings. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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OTHER PEOPLE’S 


Beach Display 

No matter how attractively a sale 
window is arranged, it does not seem 
to have the eye appeal of fresh, full- 
price merchandise. Possibly this con- 
trast is the reason why the beach dis- 
play in the window of a prominent 
New York shoe store is so effective. 
And it is a beach display in the full 
sense of the word with real sand as 
a base and plenty of green foliage in 
the background adding a cheerful 
touch to a warm Summer day. Drift- 
wood, sea shells, glass floats, life 
preservers are all used as accessory 
to the fact. The whole display is 
covered by a brightly colored fish net 
that hangs down from the rear upper 
corner of the window in a long sweep 
to the lower edge of the window 
glass. Dozens of brightly colored play 
shoes are arranged on the sand and 
caught in the fish net. Here is one 
‘merchant who believes that play 
shoes can be sold through the Sum- 
mer if you really try to “sell” ’em. 

= = * 


Good Will Book 


According to reports, the shoe de- 
partment at Baron’s in Madison, Wis- 
consin, benefits considerably from the 
store’s annual GOOD WILL BOOK 
promotion. 

For this yearly event, a large book 
is placed in a prominent location in 
the store, and members of church 
and other organizations are invited 
through newspaper ads to have their 
members come in and sign — once 
every day of the event if they wish. 

At the end of a week, the organiza- 
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IDEAS 


by JOHN F. W. ANDERSON 


tions having the most signers are 
awarded the following cash prizes: 
first, $100, second, $50, third, $25, 
fourth, $15, and fifth, $10. 

Every year thousands of men and 
women, interested in more than 300 
Madison organizations, come in to 
help their group. As a matter of 
fact, the persons do not need to be- 
long to the organization for which 
they sign. People can come and 


i wt Ge! 


im these cute, new 
DIXIE 


DEBS... 
styled for smart ploy 


“We Wil Miss the Sale Rather Than Misfit the Foot” 


F immermanny 











That last line of copy should be in 
the Bible of every shoe retailer. 


bring their friends. No purchases are 
required, but while in the store and 
on the way to the GOOD WILL 
BOOK on the second floor, many 
see bargains and buy. This idea, 
besides its good-will payments, has 
built up an excellent mailing list for 
the store. 
* * * 


A Homelike Touch 


The fifth floor men’s shoe depart- 
ment at Gimbel’s, New York City, 
has adopted a novel display table 
idea. 

In fact the display table consists 
of a regulation natural finish camp 
table with crossed legs and benches 
to match. Tables and benches are 
excellent for the display of sports 
and play shoes and the benches can 
be placed in any open space around 
the department as a small side dis- 
play. * * * 


Penny Postcard Serenade 


Buyer Neil G. Bos of the Melcom 
Brock Department Store in Bakers- 
ville, California, has found that his 
most effective way to clean out odds- 
and-ends is through his real and up- 
to-date file of customers’ purchases. 
Buyer Bos is able to pick out certzin 
size and style preferences from his 
list, then when he has some particular 
shoe to boost, he can pick out several 
possible prospects from among his 
own customers. 

New shoes are penny postcard cir- 
cularized to the tune of 4000 active 
names. Newspaper advertising and 
effective window displays hit the gen- 
eral public, but it is the store’s policy 
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IDEA 


O. P. Ideator—“What’s this? Sawdust on the floor 
of a modern shoe store?” 


President A. G. Gruendler—“Yes, our circus days 
are here again. In other words, it’s time for our 
annual Summer clearance sale and this is our way 
of doing it. We believe in making a sale more than 
just a period of markdowns and bargains. We add 
a little excitement to the event.” 


O. P. Ideator—“I suppose that accounts for the 
animal figures around the floor and walls, the bal- 
loons and other trimmings?” 


Mr. Gruendler—*“That’s right. And if you'll take 
a good look, you'll also notice that we're giving away 
peanuts and soft drinks. These have become an insti- 
tution during our regular sale period.” 


O. P. Ideator—‘“I can see by the crowds that it’s 
a popular one. But don’t you find it costly?” 


Mr. Gruendler—“Not at all. It’s merely part of 
our advertising and good-will. It more than pays for 
itself in sales made and friendships established. You 
will notice that we make the serving of these soft 
drinks a gracious gesture. We ask the customers 
their preferences as to drinks and serve their drink 


THE CIRCUS COMES TO THE SHOE STORE 
(Gruen Art Shoes, Fond du Lac, Wisconsin} 


poured into a paper cup—not merely handed to them. 
No matter how rushed we are, we insist that our 
salesmen offer everyone this hospitality.” 


O. P. Ideator—*“It sounds like just the thing on 
a hot Summer’s day, but don’t you find the store 
mobbed by people just after your free attractions?” 


Mr. Gruendler—“Strangely enough, we do not. We 
admit that our miniature circus is an attraction, but 
people really come to buy and we find that they 
like the added attractions. This is particularly true 
of our rural customers, who represent a large propor- 
tion of our trade. After all a clearance period is 
normally a pretty dull and routine sort of affair. 
It often offers little interest to the customer beyond 
getting a ‘good buy’. For the retailer it is often 
merely a timé for getting rid of as much merchandise 
as possible. 

“Our circus removes the conventional sales atmos- 
phere from the store and, as a result, much regular 
stock is also sold. Our carnival atmosphere also offers 
a change in routine for our selling personnel and has 
a favorable psychological effect on them.” 


O. P. Ideator—“Which should help to keep every- 
body happy in times like these. Many thanks!” 





of keeping after the regular trade by 
means of postals that has paid the 
store real dividends in satisfied cus- 


tomers. 
* * 


Is It NEW? 


Recently, seven topnotch copywrit- 
ers staged a novel experiment before 
an advertising class. Each was given 
the facts to write an ad for a new type 
of radio. When the results were com- 
pared, they were surprisingly similar. 
All seven ads featured the word NEW. 
In fact, there aren’t many more power- 
ful words in advertising than NEW. 
SMART never seems to be overworked 
in fashion advertising and NEW rarely 
fails to perform its magic on the public. 
In other words, though you may be 
sick and tired of certain types of ads 
and advertising phrases, your buying 
public may still fall for them. Run 
your ads again that have drawn well 
in the past. 

. ~ * 
Building Good Will in the 
Community 

Not long ago, one of the leading de- 
partment stores in Redlands, Cali- 
fornia, was preparing to move into 
new and larger quarters. But instead 
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of holding the usual opening day cele- 
bration, the store did an unusual thing 
which earned considerable favorable 
publicity. 

The store added up the amount a 
gala opening would have cost and 
gave the sum to local charities. It pub- 
lished an ad in the Redlands Daily 
Facts, saying that there were boys in 
the city who have no shoes. It said 
that the store’s opening day display 
would consist of checks made payable 
to “A pair of shoes for Tommy.” 

* 7 7 


The Best Known Store in Town 


We recently received a letter from 
an Oregon shoe merchant who told us 
how he developed the finest kind of 
advertising for his store and at no cost 
whatsoever. 

He had received a request from a 
friend of his in the economics depart- 
ment in the local college asking him 
to talk to his class on the shoe business 
and, in particular, the retailing as- 
pects. He enjoyed the visit and shortly 
afterwards received a request from the 
high school gym instructor to instruct 
his students on the wearing of proper 
types of shoes. A Y.M.C.A. request 
followed and suddenly the merchant 


realized that, “What had started out as 
a chore and duty to the community 
suddenly turned out to be the finest 
advertising a merchant could ask for— 
and free. 

“I decided to prepare a series of 
lectures, believing that it was better 
to wait until the request came to me 
rather than for me to go out and offer 
my services. Soon I was a recognized 
authority in the town on shoe making, 
materials, store keeping, styles, etc., 
and in demand as a lecturer to many 
varied groups. And to make the talks 
more interesting (and more produc- 
tive) I developed a working kit of 
leathers, photographs of shoe making, 
basic types and styles of shoes, etc. 
Communities like to trade with co- 
operative merchants and my goodwill 
ventures have paid off in good busi- 
ness. Other merchants might like to 
try this and I would suggest that the 
best way to get started is to call up 
the head of the board of education, 
members of church and social groups 
and offer your services. A set speech 
is unnecessary, in fact, I have found 
that I can do my audience the most 
good by just answering their questions 
and they have plenty about shoes and 


” 





FALL shoe selling opened early in July in the Los 
Angeles top grade field of women’s shoes ($12.75 and 
up). Stores specializing in medium and popular price 
merchandise started their clearances after July 7, with 
the interest petering out within a week or ten days. 

Checking with the stores majoring in the better grades 
along Wilshire Boulevard, from downtown Robinson’s 
to George Schwab’s Westwood Village shop, quite a 
uniformity of what’s selling was noted, with some shops 
doing extra well on their own particular fashion pro- 
motions. 

Stocks are built around tailored lines, far more than 
usual. There is unquestionably a strong influence to- 
ward the more tailored types than is usual at this sea- 
son; in fact a good three quarters of the shoes now sell- 
ing in July are of the tailored type, with the other quar- 
ter in the trade-termed “dressy shoes.” 

There are practically no “in-between” trends of any 
nature. All stores, Bullocks-Wilshire, I. Magnin, Schwab, 
Robinson, Cline and Saks Fifth Avenue, confirm this 
trend. Most of the new shoes showing the greatest action 
in the top grades are real down-to-earth shoes—soft and 
flattering—just the kind of footwear that appeals to the 
consistent wearer of good shoes. All buyers agree that 
shoes in the $12.50 to $14.50 range have never sold so 
readily as they have in this month of July. 


GOLD and silver nail heads glitter on Fall spectator 
fashions the entire length of Wilshire Boulevard. Nail 
head trimmings are not new by any means, but they cer- 
tainly are considered quite choice in the consumer's 
mind. Interest in nail heads is greater this year than at 
any time since they were first introduced some six years 
ago by Edouard of New York. 
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Wilshire 
Boulevard 
And Broadway 


Gold and Silver Nail Heads Glitter on Fall Specta- 
tor Shoes as the Advance Season Gets Under Way 


with Early Promotions in Better Grade Footwear 


‘ 


by HARRY R. TERHUNE 


Patterns are running strong to open toes in the first 
Fall selling. Surprisingly so, as warm weather in the 
immediate Los Angeles area does not set in for another 
month yet. Eighty to 90 per cent open toes seems to be 
the Boulevard’s pattern selection, while open backs are 
being selected in even greater numbers than last year. 

Several of the stores, Huggins in particular, intro- 
duced brand new spectator sport shoes for July and 
August selling, a move that met with instant approval 
with a goodly proportion of the nicely dressed populace, 
so much so that some duplicates and even newer num- 
bers have been detailed for August selling. Dark browns, 
black, blue, combined with white, many with 11-inch 
wedge heels are mid-season favorites, in the $10.75 and 
$12.75 field, and seem to be a logical buy for August 
and September by a number of the Boulevard’s smart 
operators, as that is when Summer really hits these parts. 


SUEDES were bought lighter and are selling lighter the 
latter part of July than usual, while smooth finishes and 
reptile leather are considerably stronger. Smooth calf 
trims on suedes was evidently a classic in all shops. 
Elasticized leather clicked as never before. Women did 
not ask what it was, but asked for it. 

Colors and shades are as you find them, with the w.k. 
brown family moving in the very best circles. New 
names for old colors is again a useful device for the 
promotional department head. Blues are a good July 
color in Southern California, a fact that a few forgot 
and rushed to cover on, while others are intending to 
ease off the blues into other colors in August and Sep- 
tember. The season opened as a whip on black shoes, 
with browns second, and blues third, then dark greens, 
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Wilshire Boulevard and Broadway 
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reds, ete., according to the store’s in- 
dividual promotional plans. 

Store specialties which clicked from 
the start: : 

Saks Fifth Avenue— Red is still 
a big color for early Fall. The nine 
all-red numbers will ease off during the 
next two months, while red trimmings 
on doeskins and suedes will get stronger. 
Two-inch-thick clogs for street slacks 
and lounging pajamas in red, blue, 
black, white and luggage are impress- 
ing the ladies. 

I. Magnin—Black, navy blue, deep 
oxblood, dark green and deep mahog- 
any, all-square toe, closed toes, wall 
lasts, a pump pattern with bow created 
considerable interest, especially so when 
the patrons saw the exact same shades 
in hose to go with the tailored pumps. 
Golden crocodile pumps, straps and ox- 
fords, open toes, closed backs at $16.95, 
together with bags to match. 

George Schwab—Alligators in a rust 
shade, step-ins and ties, both high and 
low heels. “Turf Tan” in a bootmaker 


finish for tailored clothes, then alligator 
trimmings on suedes were his style of- 
ferings his public liked. 

Huggins—An unusual number of dark 
brown alligators, both open and closed 
pumps, and with high and low heels, 
are moving right out. Yes, quite a few 
suedes, too. 

Gude—Smooth calf with patterns 
having a military influence; smooth 
calf, elasticized for casual and more 
tailored types were what the customers 
wanted, the moment they saw them in 
the windows and on their feet. 

Wetherby-Kayser—Genuine alligators 
and black and brown Calcutta lizards 
were sized up after a week’s smart sell- 
ing, as all indications point to the ac- 
ceptance of these leathers right through 
the season. A real interest in smooth 
leathers, particularly the softer calf- 
skins. 

J. W. Robinson Co.—Cherry red, 
antiqued, for sportswear then the alli- 
gators are making up the additional. in- 
terest to the nice business on suedes. 





Synchronizing Ads and Windows 
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that the fullest advantage may be had 
from all three mediums. 

While we definitely do not believe in 
crowded windows, we feel that for a 
family shoe store, catering to a varied 
clientele, sufficient merchandise should 
be shown to present a variety of styles. 
We find that the grouping of colors 
and materials, where possible, adds 
greatly to the harmony of the window 
as a whole. Stress is laid on matching 
or related accessories, which are co- 
ordinated by the heads of the respec- 
tive departments. Windows are point- 
ed up, and dramatized by the use of 
colored spotlights, avoiding however 
any distortion of colors in merchandise, 
simply to gain an artistic effect. 

In the Spring opening windqw pic- 
tured here, the theme chosen was 
“Fashions That Bloom in the Spring,” 
which was a tie-up with one of our 
nationally known resources. To carry 
out this theme, against blue quilted 
satin panels, a pipe organ in gold and 
white was used in the center, while 
large plastic bird cages trimmed with 
dogwood sprays hung at either end. 
Spiralling out from the organ, plastic 
strands carried musical notes in gold. 
Small cards, each lettered with the 
“theme,” and bars of music carried in- 
dividual copy. White plaques were 
used on the floor, and the whole drama- 
tized, with the use of red and amber 
spotlights. 

We have been very successful in the 
promotion of, resort footwear in that 
in-between period, after January sales 
and before Spring opening. In the re- 
sort footwear window pictured here, 
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yucca panels with desert scenes were 
used as background. A half of an old 
wagon wheel, as if buried in sand and 
rocks, was placed in the foreground. 
Cactus, sand cloth, steer skull and cac- 
tus stalks for fixtures completed the 
desert setting. The whole was spot- 
lighted with red, blue, green, and amber 
spots, and gave a very pleasing effect. 

For the promotion of beach and play 
shoes, a tropical setting was chosen. 
Tropical panels, framed by tobacco 
matting, bamboo, and palm thatch, 
completed the background. Tropical 
birds with brightly colored plumage 
gave that added touch necessary for 
additional interest. Bamboo fixtures 
were used entirely and the whole win- 
dow glamorized with blue and red spot- 
lights. 

Needless to say, glass and fixtures 
must be clean, hosiery pressed, and all 
shoes properly formed in order that the 
windows may perform their proper 
— to enhance and sell merchan- 

ise. 


Appoints New England 
Sales Agent 


LANCASTER, Pa.—The shoe products 
section of the Industrial Division of the 
Armstrong Cork Company has an- 
nounced the appointment of Jack Auer- 
bach of the Boston Shoe Goods Co. 
as a special distributor of Armstrong’s 
Type C Thermoplastic Box Toes and 
Hot Process Bottom Filler to certain 
women’s shoe factories in the New En- 
gland States. 














WARD H. FRIAR 


HEALTH SPOT SHOE SHOP 
210 HURON ST. 
TOLEDO 


Before joining the Health Spot 
organization, Mr. Friar had a 

und of many years’ ex- 
perience selling high - grade 
shoes. 


After a brief training period 
learning our methods of opera- 
tion, he was placed in charge of 
the Toledo store where he has 
established a remarkably fine 
record. 


Each month as he increases 
the store’s volume, he increases 
his own earnings ( on a 
regular salary and a liberal 
share of the profits). 


It’s easy to build up a_nice 
volume on Health Spot Shoes. 


Your own ability to get along 
with customers and the en- 
thusiasm and energy you put 
into the job, combined with the 
satisfactory results that Health 
Spot Shoes give, will build 
customer following. 


You do not have to make any 
kind of investment to operate a 
Health Spot Shoe Shop. 


We prefer men who have had 
a lot of shoe experience, as they 
are the ones who most appre- 
ciate the opportunity offered 
under this plan. 


If you can furnish satisfactory 
references as to character and 
past employment, send for an 
application blank today. 


HEALTH SPOT SHOE SHOPS, INC. 
INDUSTRIAL AVENUE 


DANVILLE, ILLINOIS 











House Slippers in Three Moods 


Clockwise, beginning lower left: Cozy little cross strap vamp-scuff in "Flurrie” cloth, 


just right for one of the warm Winter robes. 


Suede slipon with low boot topline, 


adjusted with concealed goring. Chinese influence strong in heel, sole and sil- 


houette. Smart for pajama lounging suit. Both shoes have the 
form, selling as the "Airy-Tred" construction. Both from Swan Shoe Co. 


m plat- 
Two of 


a kind in these striking bandage style slippers in multi-color stripes on black, blue 
or wine grounds. The two heel heights make them very adaptable to Mother and 
Daughter promotions, Also available in attractive quilted versions in monotone 
pastels and two-tone combinations. From Daniel Green Co. 





Two-Way Interest in Mid-Summer Shoe Ads 


Right in the midst of town-wide sales, 
Bloomingdales (N. Y.) uses a bank of 
seven windows to tell the public: 

“Statistics show that 40 per cent of 
the people go on vacations in August.” 
And adds that “Bloomingdales has the 
clothes you'll need for—motoring, the 
farm, seashore, mountains, your cruise, 
eamping, air travel. 

Backgrounds are large panels with 
August calendar painted in upper left, 
with scenes in color appropriate to the 
vacation suggestions listed above in the 
lower right half of the panels. Ap- 
propriate “props” completed the vari- 
ous atmosphere requirements for this 
interesting series, that recognized the 
importance of the opportunity created 
when such a large proportion of the 
community are still thinking about 
Summer clothes and shoes. 

Lord and Taylor is another store that 
recognizes this opportunity in their ad 
captioned “At Lord and Taylor, it’s 
never too late to get your brown ’n’ 
whites,” adding: “Your choice of high- 
heel or medium heel in one of our most 
popular pumps. We've kept our stock 
of this pump as complete as at the 
beginning of the season. For we believe 
there’s no reason for you to take left- 
overs, for you to hunt and hunt for the 
style and size you want, as long as 
brown ’n’ white weather is still here.” 

Another timely point, deserving of 
a special note in your book, is brought 
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out in the fact that a smaller up-town 
New York store had five advance Fall 
styles in black to show customers who 
could not find what they wanted in sale- 
priced shoes, while a large mid-town 
store simply said, “We have no blacks 
in your size; probably be several weeks 
before any come in,” to a very much 
displeased customer. When inventory 
requirements actually drive customers 
away from the store, there’s something 
wrong somewhere. 

Black shoes get a very very early 
start, and everywhere black Summer 
suedes are presented. List includes Los 
Angeles, Dallas, Indianapolis, New 
York and points between. 

Wasson’s (Indianapolis) features 
riddled suedes in dark costume colors. 
Volk (Dallas) shows black pumps of 
elasticized Summer suede, air cooled 
with perforations, and also a simulated 
alligator with perforations for travel. 
J. M. Robinson Co. (Los Angeles) pre- 
sent Nauty Nubian in Cafe Black—ultra- 
feminine for after-dark life and fash- 
ionable day-time dining. Altman (New 
York) shows pumps with pinwheels— 
in exquisitely soft Summer suede which 
they particuarly advocate as the perfect 
accompaniment to pleated sheers. Same 
store windows City Blacks, “For days 
in town, for good traveling, this 9 to 5 
dress” and a dressier “Restaurant 
Dress.” Russek’s shows browns called 
“Black Coffee.” In a case trimmed with 


sand, sea shells and fans of coral, Macy 
shows Cool Black for the Summer in 
town. 

Other good mid-Summer captions 
from the current ads were: 

“Black suede is a Fall favorite.” 

“Shoes that make news.” 

“Sooty suedes as black as night.” 

“Refreshingly suggestive of cool days 
to come.” 

“The smartest way to bridge the sea- 
sons is to have advance fashions first 
show up in your accessories.” 

“Tt’s correct to point towards Fall 
with new black suede shoes.” 


Scanning the Ads 


Most aggressive merchandising was 
carried on by Florsheim through its 
own retail outlets in New York, Boston, 
Cleveland and other key cities and 
through Wallach’s in New York. Flor- 
sheim, by the way, has opened a new 
store in New York’s Herald Square. 
Through large space newspaper ads, 
the company extended cordial invita- 
tion to “one of the finest shoe stores 
ever presented to American men.” 

~ * 7 


Perhaps movieland’s moguls never 
intended it so, but in any event, they 
helpfully brought attention to one of 
Summer’s perplexing shoe problems 
through their motion picture, “Tight 
Shoes.” Wonder how many customers 
were reminded of wrong fit, Summer 
heat et al by this amusing comedy? 

. *” ~ 

Coward’s recently rang the bell for 
full coverage when they placed no less 
than four ads, 2 columns x 100 lines, in 
one edition of a New York Sunday 
tabloid. Coward technique consists in 
emphasizing one shoe in each ad. Idea 
is to hold reader to just that shoe— 
thus concentrating entire effort. Separ- 
ate ads appeared for “Air-Weaves,” 
“Floats,” “Spectators,” “Week-Enders,” 
“Counselors,” and “Sleeks” plus wide 
promotion on a variety of infant and 
children styles. 

co oa * * 

Two “Drs.” — Dr. Locke and Dr. 
Scholl—are campaigning in Detroit and 
New York newspapers. Dr. Locke hits 
at watm weather with “Comfortable 
Feet Don’t Mind the Heat!” Dr. Scholl 
combines a white shoe sale with promo- 
tion of foot comfort through his appli- 
ances and remedies. 

- 7 + 

Adler continues on its merry way 
with “Elevators.” Using a complex ap- 
peal, the ads center around a headline 
—“Now You Can Be Taller Than ‘She’ 
Is!” “Elevators,” says Adler, “increase 
your height, improve your posture, 
make you stand better.” Watch out for 
the last two claims. The Federal Trade 
Commission is currently investigating 
another shoe advertiser who made such 
statements. 

+ * * 

J. L. Hudson. (Detroit) and Filene’s 
(Boston), two of the nation’s outstand- 
ing department stores, are making the 
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Today's modes, light, smart, and trim on the foot 
— flexible and comfortable as well. 

Made The Dependable Way with UNISHANK 
INSOLES, rigid heel and shank support is com- 
bined with proper forepart flexibility. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


UNISHANK 
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~- Shoe Buyers in Boston 
Agree with Nation-Wide Survey 


What is the most helpful thing a shoe manu- RECORDER, March 22, 1941), store buyers in 
facturer can do for retailers? Questioned ‘in _ Boston, like others in the nation, gave as first 
a nation-wide survey* (see BOOT & SHOE choice “An added sales feature in the shoe.” 


HERE’S THE WAY THEY VOTED: 








BETTER STOCK CONTROL SYSTEMS | th. | 








BETTER DISPLAYS hh 















































| BETTER MATERIAL FOR MAILING "aa 


*Survey conducted by leading independent research organization. Full details available on request. 





“E-W Fibre-Sorting Gives Us a 
Kind of Sales Feature We're Looking for” 


Manufacturers and retailers can both profit from 
fibre-sorting. Soles that are accurately matched by 
England Walton’s precision methods, wear: more 
evenly. Shoes keep their shape — have even flexi- 


bility, even arch support, even strength. England = England Walton Division A.C. Lawrence Leather Co. 


! ‘ Boston, Camden, Peabody, New York, St. Louis, Columbus, 
Walton fibre-sorted soles cost no more! Specify -_ “oe = 42 
them for easier sales! Newport, Tenn., Hazelwood, N. C. 


ENGLAND WALTON/2%SOLES 


QUICKER TO SOLE...EASIER TO SELL 
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* NATIONAL NEWS * 


SHOE TRAD 


Bata Latin Aaterlann Firms on Blacklist 





Manager of American Plant at Belcamp, Maryland, Declares 
That No Connection Exists With That Organization 


BALTIMORE, Mp.—John A. Bata, as 
an individual, and certain Central and 
South American branches or affiliates 
of the Bata organization were listed 
last week in President Roosevelt’s 
blacklist of “persons to whom, or on 
whose behalf, or for whose account, the 
exportation directly or indirectly of any 
article or material exported from the 
United States, is deemed to be detri- 
mental to the interest of national de- 
fense.” Bata Shoe Company, Inc., of 
New York, the corporation which built 
an extensive shoe manufacturing plant 
at Belcamp, Md., in 1939, is not in- 
cluded on the blacklist. 

John Hoza, who is manager of the 
Bata plant at Belcamp, declared that 
there is no connection between his con- 
cern and Bata shoe plants in South 
America placed on the blacklist by this 
Government. The Maryland plant is en- 
tirely American owned, he said, and 
does not sell the South American plants 
anything, nor does it have any financial 
dealings with them. 


Bata in South America 


Jan Bata, founder of the Maryland 
plant, is now in South America, but 
Mr. Hoza said that he did not think 
that he was there in connection with 
the -operation of any shoe plants. Mr. 
Hoza said that Jan Bata does not have 
any further connection with the Bel- 
camp plant. Mr. Hoza made these state- 
ments in connection with the President’s 
recent announcement of 1800 South 
American individuals and firms which 
have been placed on an economic black- 
list. Jan Bata was listed as president 
of the Bata Shoe Company, Inc., of 
New York, as late as July, 1940, it was 
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reported from Washington, and Mr. 
Hoza at that time was vice-president. 
Declaring that the mention in news- 
papers of South American factories in 
connection with the Maryland plant of 
Bata “was a mistake,” Mr. Hoza said 
further that “not only do we not have 
any connection with the South Amer- 
iean companies but we do not have any 
connection with the Canadian branch. 
“It was a mistake to connect our Mary- 
land plant with plants in South Amer- 
ica and the matter will shortly be clear- 
ed up,” Mr. Hoza said. “It was wrong 
to make that statement because we have 
no connection with them. We don’t sell 
them anything and neither do we have 
any financial dealings with them.” 


St. Louis to Show at 
Commodore, Oct. 26-29 


Sr. Louis—St. Louis style shoe manu- 
facturers have selected October 26, 27, 
28 and 29 as the dates for their next 
semi-annual opening at New York, it 
was announced last Friday by A. M. 
Burton, secretary of the St. Louis Shoe 
Manufacturers Association. 

This event is to be known officially as 
the introduction of Spring footwear 
fashions. The scene is to be the Com- 
modore Hotel, where four entire floors 
have been set aside for the St. Louis 
lines. As in the past, manufacturers of 
cther markets will be invited to ex- 
hibit at the Commodore to supplement 
the St. Louis showing. 

Mr. Burton stated that the shoe 
manufacturers’ board of trade of New 
York had collaborated with the St. 
Louis association in selecting the dates. 


NY ITIYS 
News 


SATURDAY ® 
JULY 26, 


Industry Mourns Passing 
Of Lewis F. Weber 


New York—The passing of Lewis 
F,. Weber, who since 1929 has been 
manager of the New York office of 
United Shoe Machinery Corporation, 
and whose death was reported in Boor 


LEWIS F. WEBER 


AND SHOE RecorDER of July 19, has 
occasioned many expressions of sorrow 
from friends throughout the industry, 
as well as tributes to his splendid 
character and useful service to the in- 
dustry. His death occurred at his home 
in Larchmont, N. Y., July 11. Few 
men had a wider circle of friends and 
ecquaintances among the shoe manu- 

facturers of the country. 
Mr. Weber was born in Philadelphia 
end after receiving his education in 
[TURN TO PAGE 44, PLEASE] 
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djstinttive window, showing a wide vari- 
ety of shoes, and displaying them_on the 
ps of the ladder and in a realistic 
Galas of well-shod feet stepping from 
the .Pullma@h, curtains. 

For a recent display of rubber-soled 
shoes, they the theme of “Get 
Spring in Your Step.” To carry out 
this idea,’ thé displayed coil springs, 
grouping the shoes to give an appear- 
ance of spring-i-ness. 

One of the displays in which Rich’s 
takes particular pride was a Winter dis- 
play. It was a “Scotch” window, dra- 
matically overlaid with Scotch plaids, 
English camel’s hair woolies, plaid 
socks. 

Authentic Scotch Tartan plaids were 
obtained for the display, and behind 
each of these was the history of the 
clan related to the particular plaid. The 
histories, written in script, were on the 
clans MacGregor, Buchanan and Royal 
Stewart. 

In all types of display, Rich’s lays 
emphasis on picking up the details of 
the shoe—the leather used, construction, 
color. In presenting the shoes to the 
public—men’s, women’s, and children’s 
—the effort is made to combine the 
characteristics which make the product 
a good shoe, while at the same time 
making it a non-technical presentation 
of the facts. 


36 


COME TO MARKET 


EVERY SHOE NEED OF A NATION 
CAN BE FILLED HERE 


N the MARBRIDGE BUILDING are more shoe 

and allied concerns than in any other building in 
America. You see complete lines in orderly display. 

The MARBRIDGE BUILDING is in the az 
heart of midtown New York. All the great re 
stores are nearby. All the subways, including the 
new Sixth Avenue Subway—meet at this famous 
corner of 34th and Broadway—the traffic center of 


D. 8S. Macdonald, Manager 
MARBRIDGE BUILDING 


STREET 
also 1328 Broadway, New York 
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in popular price 





LNAWLYVYdad FZOIAWAS SINWHOUAW 


6 Doz.—$1.10. 
—$2.00 


Imprint 


cards. 





re ore ore ore ore Se 


75 


“A” — Orange and 
brown on white back- 
und. 


Price in black. 


PRICE TICKETS 
Ameen hand lettered 


nations, or blanks. Sev- 
eral ns in stock. Sam- 
ples available on request. 
12 Doz. 


selling messages 


Color Fall Windows 


with Decorative 
Display Cards 
and Price Tickets 





denomi- 





With Store Name 


100 tickets—$3.00 
200 tickets—$5.00 
Check with ge please, un- 
less C.0.D. preferred. 
DISPLAY CARDS 

Each month, 14 infor- 


mative and forceful = 
i on 
appropriately designed ‘ZL 























Detailed Information on Monthly Service at Your Request. 


BOOT AND SHOE RECORDER 








It is felt that the customer is entitled 
to know the details of the shoe he or she 
is buying—the ‘leather used, the kind 
of workmanship that went into the shoe, 
why it is a good shoe. This information 
is very frequently carried in detail in 
the window display, and in all cases, 
it must be known by the salespeople. 

One of the methods used by Rich’s to 
encourage customers—both old and new 
—-to return to the store is a letter and a 
sort of “membership” card sent out 
approximately six weeks after a pur- 
chase. 

The card entitles the customer of 
Rich’s Men’s Shoe Shop to a new pair 
of shoe laces when he requires them. 
The reverse side of the card carries a 
list of shoes, with their prices, which 
are sold in the shop, with the informa- 
tion, “Custom shoes made to individual 
measure,” and “Personal attention and 
ultimate care in fitting.” Also that a 
record of the customer's size is always 
kept by the store. 

The letter accompanying the card in- 
vites criticism and suggestions from 
the customer on ways and means of bet- 
tering service. 

In addition to being promotion man- 
ager of the store, Mr. Rich, Jr., is also 
_manager of the men’s shoe shop, and 
“styles many of the men’s shoes sold in 
the store. He is devoted to window dis- 
plays, and he says that many of his 
ideas are inspired by Boot AND SHOE 
RECORDER. 


208 SOUTH STATE STREET ® CHICAGO, ILLINOIS 


In final analysis, the policy of Rich’s 
is that with business on the upgrade, 
their best interest lies in keeping the 
quality of their business through good 
promotion and in maintaining contacts 
with their customers. 


Scanning the Ads 


[CONTINUED FROM PAGE 32] 


residents of those cities moccasin-con- 

scious through big-space newspaper ads 

in the Detroit News and Boston Herald. 
. . * 

John Ward, feeling the need for a 
lightweight business shoe, introduces 
“Summer Business Shoes—35 per cent 
lighter . . . and not tricky-lookmg.” 
Says copy — “First Summer shoes to 
recognize that business men like your- 
self can’t compromise appearance even 
for hot-weather comfort . . . won’t 
wear tricky, novelty styles. . . . ‘Sum- 
mer Business Shoes’ now take their 
place with your Summer Business suits 
as .essentials of Cool, lightweight liv- 
ing.” Shoes retail at $5.95 as com- 
pared with regular $7 and $9 prices. 

Note: “Why time means nothing to 
some men over 30” continues as theme 
for John Ward’s Mastershoes. Stress- 
ing “super-flexibility” and “no breaking 
in,” sprightly copy makes the reader 
literally bounee through the ad and its 
finish of—“Put on a pair and put your- 
self on Energy-Saving Time.” 


Boot and Shoe Recorder 
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Trade Literature 


Presents Seventh Edition 
Of “Fashions and Footwear” 


In its seventh edition, “Fashions and 
Footwear,” official style book of the 
National Shoe Retailers Association, 
again offers “a complete and authentic 
costume color coordination story,” this 
time for the coming Fall and Winter 
seasons, giving the shoe merchant a 
clear and concrete idea of what shoe 
and accessory colors will be worn with 
what costume colors. 

Eighteen pages“of carefully coor- 
dinated costumes, starting with campus 
outfits and ending with evening clothes. 
Each page shows in actual swatches 
two costume colors; four shoe colors 

. fabrics and plastics, as well as 
leathers, are given for the evening 
shoes; and two of the three following 

. . three millinery, three glove and 
three cosmetic, colors; one hosiery color. 
There are two important innovations 
on each page. A fashion drawing 
dramatizes for the merchant the type 
of costume under discussion in each 
case. Suggestions of definite accessory 
colors to coordinate with each of the 
four shoe colors offer practical selling 
advice. Matching handbag to shoe is 
the rule in these coordinations. 

The book leads off with three pages 
devoted to campus costumes. Featured 
colors are: Natural, bright green and 
bright red. Four pages on town and 
country clothes follow. Colors shown 
are: Army tan, Winter red, Olive green 
and Air Force blue. Five pages of col- 
ors for town present: Black, brown, 
navy, green and taupe. Two pages de- 
voted to afternoon offer wicked black 
and gold and fruit red. For dinner, 
red is highlighted. Two pages cover 
the evening story, one devoted to the 
beige-brown family, the other to green 
and American beauty. 

Another innovation in the seventh 
edition of “Fashion and Footwear” is 
the promotion page devoted to “Mono- 
tone Ensembles Matched to Basic Shoe 
Shades.” Five colors are given: Black, 
Conga brown, bluejacket, Kona red, 
evergreen. Swatches for shoes, hosiery, 
coat, dress and hat are given in each 
of these colors: In each the five 
swatches are perfectly matched. 

The book, taken as a* whole; shows a 
marked trend toward off-shades. With 
the collaboration, as in previous edi- 


tions, of the staff of Today’s Fashion | 
News, the National Shoe Retailers As- | 


sociation has done a splendid job. 


Thom McAn Edges Up 
New York — 


advance of the year on men’s shoes. 
Each time prices were raised a nickel 


a pair on the regular line, which is | 


now selling on a basis of $3.50 a pair 
to the consunier. Melville Shoe Cor- 
poration operates the Thom McAn 
stores, 
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Thom McAn stores | 
have made effective their third price | 





HE STILL INSISTS 


HIS FAVORITE JOB Gah 


1S SELLING 
WINTHROP 
LEISURE 
SHOES 


A Ss 
Winthrop <A, 


SNoOOZER 


WINTHROP SHOE COMPANY - Division: International Shoe Company + SAINT LOUIS 


mpl lyf 


OUR old pal the Sulton with his 

harem beauties is back again to 
help you make this the biggest 
season ever on Winthrop Shoes. The 
Sultan's really hot after business this 
yeor what with a whole array of 
smart new styles and the very im- 
portant fact that for the first time 
Winthrop is being advertised to the 
millions of Life readers as well as 
the hundreds of thousands of style 
conscious readers of Esquire. 


Look for the Sulton in Winthrop's 
half page ad in September Esquire, 
out August 15th. The two Winthrop 
Snoozers shown here are to be fea- 
tured. Check now to moke sure these 
shoes are in your stock so you'll be 
all set for business when the Sep 
tember Esquire hits the newstands 


Winthrop Colonials 
$5.50 to $6.50 
Others $7.50 and up 

Slightly Higher West of Rockies 
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STEEL TOE 
SAFETY SHOES 
and 
POPULAR PRICED 
WORK SHOES 


Carried in Stock 
GOODWILL SHOE 


COMPANY 
Holliston, Massachusetts 
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Bowling Shoes & Oxfords 


A Oe Oe er rr 


84.35 BUY NOW 


PAY LATER 
All Reg. Combination 
up Soles. 20 Styles for Men 
& Women. 
IN STOCK FOR 
AT ONCE SHIPMENT 
SEPT. |, 1941, DATING 
Send for New 
ASCO ATHLETIC 
Ne. 731X FOOTWEAR 


ARNOFF SHOE CO., Inc., 101 Duane St., N. Y. C. 
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Shoe Trimmings 
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BRAND NEW EVENING 
TINSEL BRAIDS 


Gold * Silver * Multicolor 
Vamps, Quarters or by the yard 
a les on. B e 


WAVERSHOE TRIMMING CO., INC. 
92 Bleecker $t., N.Y.C. 

















Obituaries 


John A. McCourt 


RocuHesTer, N. Y.—John A. McCourt, 
known throughout the State for a num- 
ber of years as a popular shoe sales- 
man, died recently at his home, 17 
Tracy Street, here. For the past year 
he had represented the shoe firm of 
Spalsbury, Steis, Deevers of St. Louis. 
and before that he was with the Devine 
& Young Shoe Company. 

Known to the trade as “Jack” Mc- 
Court, his visits were always welcomed 
by retailers. He was an associate 
member of the New York State Shoe 
Retailers Association and attended its 
conventions regularly.: 
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Mrs. Josephine Turrell 


SeaTTLE, WaSH.—Mrs. Josephine 
Turrell, of the famous Turrell shoe 
family, and vice-president of Turrell’s, 
a leading pioneer shoe retailing estab- 
lishment of this city, died recently at 
her home in Tacoma, Wash. She was 
83 years old. Born near San Francisco, 
Mrs. Turrell had lived in Tacoma for 
about fifty-five years, and was a 
staunch member of the Christ Episcopal 
Church. 

Her late husband, Walter E. Turrell, 
with his brother, the late George Tur- 
rell, established one of Seattle’s first 
shoe stores in 1884. The business was 
later moved to Tacoma, Wash., but was 
transferred back to Seattle a few years 
later, and has remained since in con- 
tinuous operation. The Seattle business 
is being managed by Morris E. Cronk- 
hite, son-in-law of Mrs. Turrell. 

Surviving Mrs. Turrell are two 
daughters, Mrs. Cronkhite of Seattle 
and Miss Beatrice Turrell of Tacoma, 
and two grandchildren, Marjorie and 
John Morris Cronkhite, of Seattle. 
Funeral services were conducted at 
Christ Episcopal Church of Tacoma. 


Elwood J. Tudor 


BurraLo, N. Y.—Elwood James 
Tudor, who inherited the title of “Shoe 
Polish King” from his father, Robert 
L. Tudor, died at his home here, re- 
cently. His father, who died several 
years ago, was the first one to invent 
a shoe paste that could be applied with 
a brush or rag without wetting. 

Mr. Tudor’s polish was financed and 
marketed by the Two-In-One company, 
whose branch for many years was in 
Buffalo. His son, Elwood, helped his 
father in arriving at the formula and 
organized the company. Millions of 
round tins containing the Tudor form- 
ula, bearing labels printed in many 
foreign languages were shipped all over 
the world. 


W. P. Mueller 


MILWAUKEE, W1s.—William P. Muei- 
ler, 68, district representative for the 
John Pilling Shoe Co., Lowell, Mass., 
until his retirement eight years ago, 
died July 16 while visiting a daughter 
in Port Washington, Wis. 

Before joining the Pilling firm, Mr. 
Mueller was connected with the Sidwell- 
De Windt Shoe Co. in a similar capac- 
ity. He was a member of the Catholic 
Order of Foresters. 

Survivors are his widow, a son and 
five daughters. 


Ellis Brown 

SPRINGVILLE, N. Y.—Ellis Brown in 
the retail shoe business here for the 
past 32 years died at his home at the 
age of 64. Before entering the retail 
field Mr. Brown covered New York 
State for The L. P. Ross Co. of Roches- 
ter, N. Y. His son, Allan, will carry on 


- the business. 
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Juvenile Buyers! 


REPLACE LOST CUSTOMERS 
THIS WAY! 


Every week some of your regu- 
lar customers graduate to adult 
sizes. And—every week as 
many youngsters step from 
Mrs. Day’s ideal Soft Soles 
right into juvenile departments 
where Mrs. Day’s Fiexible 
Walking Shoes are sold. 





The reputation for dependabil- 
ity and value established by 
Mrs. Day's ideal Baby Shoes 
brings many a new customer to 
the Juvenile department which 
features Mrs. Day’s Fiexible 
Walking Shoes —replaces the 
customers lost to adult depart- 
ments. For complete informa- 
tion on this certain way of 
maintaining your annual sales 
volume—write 


MRS. DAY'S 
IDEAL BABY SHOE CO. 
DANVERS, MASS. 
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Boots Are His Business 


[CONTINUED FROM PAGE 21] 











a show they make in parades and on 
their outing! They never buy anything 
freakish, but just the best grades in 
authentic Western riding equipment and 
clothing. 

There is seldom a question of price 
among regular boot customers, as the 
buyers all know price ranges, so make 
their selections accordingly. A new- 
comer is more apt to state he has such 
and such a job and, too, asks what can 
be done for him. in boots. 

As in any other kind of selling, estab- 
lished confidence is the backbone of 
our trade. 


Boot and Shoe Recorder 





gabardine or other wool material in ex- 
cess of 5 per cent of their total con- 
not as yet been exempted 


firms have been ad- 
vised by Maxwell Field, executive sec- 
retary of the N.E.S.L.A., to comply 
with this regulation. 
nouncement to the trade on this mat- 
ter, Mr. Field stated: 

“Shoe manufacturing members of 
the New England Shoe and Leather 
Association have been fully advised in 
recent months as to their responsibil- 
ities under the Wool Labeling Act of 
1939 which requires the labeling of all 
products containing wool which are 
sold in interstate commerce. All manu- 
facturers of gabardine shoes were ad- 
vised that proper labels on such shoes 
will be required until that time in the 
future when the Federal Trade Com- 
mission may exempt such shoes from 
the Act, as a result of the following 
official communication received from 
the Commission: 

“ ‘Improbable that decision re gabar- 
dine shoes can be available before fif- 
teenth. Shoes undoubtedly covered by 
act unless and until removed by appro- 
priate finding under section four. As 
no exception has been provided, a safe 
course to follow is to correctly label the 
shoes in question and thus avoid any 
possible conflict with the law or decep- 
tive concealment of contents.’ 

“The necessary labels are being fur- 
nished manufacturers gratis by their 
gabardine suppliers. Leather shoes 
with gabardine trim need not be 
labeled, however, if the gabardine ‘does 
not exceed 5 per cent of the total fiber 
weight of the product,’ for the gabar- 
dine trim can legally be classified as 
ornament. Association members manu- 
facturing felt slippers, which contain 
a large wool content in the felt, have 
been affixing labels to these slippers for 
several months,” observed Mr. Field. 


Gibson Takes Over Ownership 
Of Bender Store 


CLEVELAND, OHIO — Ownership of 
Bender’s Wilbur Coon Shop, 1924 East 
6th Street, has been taken over by E. 
W. Gibson who formerly managed the 
store. Mr. Gibson is president and 
treasurer of the corporation and other 
offices are held by family members. The 
name of Bender’s Wilbur Coon Shop 
is retained. 


Takes Up Residence on Coast 


Los ANGELES, CaLiF. — John P. 
Thomas, Howard & Foster representa- 
tive on the Pacific Coast, has moved his 
family to this city and will make it his 
permanent home and headquarters. 
Sample rooms will be at the Hotel 
Lankershim. 
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In a recent an- 
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$5.00 PRIZE-WINNING 


Pet Peeves 


OF SHOE SALESMEN 


Submitted by: MR. MARVIN B. BIRNS 
Erianger’s . . . East Liverpool, Ohio 


I. My Pet Peeve is the customer who limps in and asks me to stretch her 
shoes, because they’re simply “killing” her feet . . . then gaily chirps 
that she bought them somewhere else. 


2. BUT, while she waits, I get a chance to show her our new styles with 
Scuffless ““Pyraheel.” I explain why these heels won't scuff up and stain 
the way her present heels do. Frequently, I make a sale and a repeat 


customer for the store. 


| You can avoid complaints by specifying 
| Du Pont Scuffiess “Pyraheel”’ plastic heel 
covering. It comes in almost all colors and 
| leather effects. Costs you nothing extra — 
_ and is used by almost all manufacturers. 


Scuffless heels give you an extra talking 
point, too. They resist checking, cracking 
and scuffing—and look new as long as cus- 
tomers wear the shoes. Remember to specify 
Scuffless heels on your next order. 





HOW TO WIN $5.00 


Shee Salesmen — Send in your ‘Pet 
Pewves” like the fwo above. For every 
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MEN'S & BOYS WORK SHOES | 


In Beery Pow 
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Innersoles 
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The feet will live INSIDE the shoes, 
That’s the reason you should choose. 
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Riding Boots 
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RIDING 
BOOTS 
IN STOCK 
FOR MEN, WOMEN 
and CHILDREN 


ALSO 
JODHPUR & FIELD 








' Form New Slipper 
Business on Coast 


Los ANGELES, CALIF. — Jack Rogers, 
formerly assistant shoe buyer at Saks- 
Fifth Avenue New York store and now 
permanently located in this city, has 
associated himself with William G. Fer- 
' ralli in the shoe manufacturing busi- 
ness under the trade name of Rogers & 
Ferralli. The plant will be the old Fer- 
ralli location at 6691 Santa Monica 
Boulevard, Hollywood. “Night Stand” 
slippers and scuffs retailing around the 
three .dollar mark will be featured at 
first under the trade name of “Kozi.” 
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June Shoe Output 
Hits High Level 


New YorkK—<According to the report 


| of the Tanners’ Counci! of America, 


shoe production in June reached a rec- 
ord level for the month of 40 million 
pairs. This estimated output would ex- 
ceed production in June, 1940, by 42 
per cent and represents the largest gain 
over a year ago for any month this 
year. According to preliminary data 
on July manufacturing schedules, an- 
other sharp increase will be recorded in 
the current month. 

Comparison of the current rate of 
output with reported retail shoe busi- 
ness apparently indicates some excess 
in production. Shoe sales have been 
favorable, but have not paralleled in- 
creased output. Anticipation of re- 
quirements for coming seasons and in- 
ventory building appear to be important 
factors in stimulating shoe production. 

Including the estimate for June, pro- 
duction in the first six months of 1941 
reached 241,683,000 pairs. This ex- 
ceeded production in any comparable 
period and compares with the following 
six months’ totals in pairs for previous 
years as follows: 1941, (est.) 241,683,- 
000; 1940, 196,259,000; 1939, 211,079,- 
000; 1938, 184,418,000; 1937, 232,793,- 
000; 1936, 194,266,000. 


Called to Army Service 


Detroit, MicH.— Dr. Morton Hack 
D. S. C., vice-president of the Hack 
Shoe Company, and actively associated 
with his father, Nathan Hack, for sever- 
2l years in the company, left recently 
for a year’s service with the Army. He 
was called as a Captain in the Reserves, 
and assigned to the Air Corps. He 
left to take up his duties at Jefferson 
Barracks, St. Louis, Ill. 


Lerner Named Manager of 
Richmond Store 


RICHMOND, VA.—R. R. Lerner, for- 
merly with John Irving Shoe Corp., 
Boston, Mass., is now manager of Pol- 
lock’s, Richmond, Va., store. 

Mr. Lerner, who has been in the shoe 
business for the past five years, joined 
the Pollock chain a few months ago. 

H. W. Liles, formerly manager of 
this store, is now managing the Pollock 
store at Raleigh, N. C. 


Chain Firm Buys 
Thome & Frisbie Store 


Owosso, Micu.—Thome & Frisbie’s 
Shoe Store, doing a retail business here 
for the last 42 years, has been sold due 
to the death of Mr. Thome. 

The business has been purchased by 
the Schiff Co., of Columbus, Ohio, one 
of the largest chain operators in the 
United States, having stores in 300 
cities. 


a 148 
IN STOLK PRE WHLTS 


Prepare for early Fall and back-to- 
school stocks so necessary to a store 
that serves the juvenile world. He who 
wou'd profit most—must serve best. 





Sizes 
6%/98 
White with Brown Elk Saddle 
Brown with Smoke Elk Saddle 


Sines 
2/6 
Style 772 
Style 774 
Write for ELAM booklet—and contact the 
distributive center near your city or town. 


F.S. ELAM SHOE CO. 





First Aid for 
Yoo-Hoo Feet 


CAMP ROBINSON, ARK.—In a letter 
addressed to “Dear Yoo-Hoos” of the 
110th Quartermaster Regiment at 
Camp Robinson, soldiers of the 250th 
Coast Artillery, stationed at Camp Mc- 
Quaide, Watsonville, Calif., issued a 
challenge to the famous “doghouse bat- 
talion,” ordered by General Ben Lear 
to march 15 miles for “yoo-hooing”’ at 
girls in shorts on a golf course where 
the general was also playing. The 
yoo-hoos were challenged by. the artil- 
lerymen to engage in a 15-mile march- 
ing race “on any terms.” The challenge 
letter said: 

“Out in this wild and wooly West 
our fighting men are fighting men, not 
panty-waists, who want their mamas to 
wipe their noses and their Congressmen 
to mop their sweating brows. 

“We tear off 15 miles before break- 
fast and then knock out a full day’s 
work with big guns. We, the remain- 
ing 350 men of a California regiment, 
now defending Alaska’s frontier, chal- 
lenge you to a 15-mile hike on any terms 
you name. 

“We'll give you a two-mile handicap. 
If we don’t finish first without having 
to write our Congressman, we’ll let you 
yoo-hoo at us. 

“P. S. Out here-the girls yoo-hoo at 
us.” 

The letter was signed by seventy non- 
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Do you need 
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Consult the CLAS- 
SIFIED PAGES of 
Boot and Shoe Recorder. 
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EFFECTIVE! 


BOOT AND SHOE RECORDER 


Classified Advertising Dept. 
100 E. 42nd St., New York, N. Y. 
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commissioned men of the 250th. They 
said they would be led in such a race 
“by a ton of sergeants—ten 200-pound- 
ers.” 

Perhaps all this “Yoo-Hoo” excite- 
ment may mark the beginning of a new 
interest in hiking as a healthful out- 
door pastime, which would give further 
acceleration to the sale of stout walk- 
ing shoes. Hoo knows? 


Dayton Shoe Business 
Shows Six-Month Gain 


Dayton, OHIO — Shoe sales in this 
city for the’ first six months of the cur- 
rent year were-from 12 to 15 per cent 
ahead of the same period of a year ago, 
according to leading retailers. 

June sales, however, were under those 
of the same month of 1940 because of 
the early start of the white shoe rush 
caused by hot weather in April and 
May. Rainy weather in June also had 
its effect upon shoe sales which were 
off about two to three per cent over the 
same month of a year ago, dealers 
report. 

An after-the-Fourth slump is being 
reported, except in cases where sales 
are being conducted as a stimulus. The 
national defense money is still being 
circulated widely in Dayton as addi- 
tional plants receive either government 
orders direct or sub-contracts from 
other firms. 

All General Motors Corporation 
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plants are in full operation—24 hours 
a day—and Airtemp division, Chrysler 
Corporation, is now receiving govern- 
ment work which is stepping up pro- 
duction and employment figures. 


Army to Test 
New Brouwer Last 


MILWAUKEE, Wis.—At the sugges- 
tion of Clarence A. Dykstra, president 
of the University of Wisconsin and 
former national draft director, S. J. 
Brouwer, prominent Milwaukee shoe- 
man, took to Washington recently his 
idea for a new army last. 

As a result of his efforts, 100 army 
shoes with the new Brouwer last are 
being made by the Racine Shoe Manu- 
facturing Co., Racine, Wis., and will 
be tested on selected draftees’ feet in a 
few weeks’ time. 

“The new last,” Brouwer says, “lifts 
the shelf of the army shoe heel to its 
proper position and helps conform the 
inside of the shoe to the shape of the 
foot. It should, in a great measure, 
prevent much of the foot ailments of 
soldiers and reduce or prevent the ter- 
rible suffering and tiredness that comes 
after miles of forced marching.” 

Mr. Brouwer, whose Brouwer Re- 
search Foundation developed the last, 
as a $1 a year man, examined soldier’s 
feet in the World War at Camp Grant, 
Il. 


... with everything that sells 


If you could gather the facts you would 
find that more women than ever buy over 
and over 
but in different colors or combinations 
of material. And basic types for all active 
women are medium heel and low heel 
shoes, that fit well, look well, wear well 
and are truly comfortable. These are the 
4-point features of every Bellaire style. 


ain the same basic type shoe, 


Write for Fall 1941 Catalog 
of In-Stock Styles 


RETAILS AT 
~ 
$500 


No, 1579—Mat Kid and Patent 
Also in Black Suede and Patent 


BELLAIRE SHOE COMPANY. PORTLAND. ME 


MI . 6 WALF ‘ 


Siegenthaler’s to 
Open New Store 


MANSFIELD, OHIO — Siegenthaler’s 
will open a modern shoe store at East 
Market St. in Sandusky, Ohio, on or 
about August 15. 

The store will be in a new building 
and carry women’s, growing girls’ and 
men’s shoes. 

Carl Stehle will be the manager of 
the new store. He has been with 
Siegenthaler’s Mansfield store for a 
number of years. 


Richardson Opens 
Custom Store on Coast 


Los ANGELES, CALIF.—After 15 years 
covering the motion picture studio 
wardrobe departments and taking care 
of the personal business of many im- 
portant stars while in the employ of 
high grade local retail stores, V. Rich- 
ardson is now starting in business for 
himself. He has opened a store at 452 
South La Brea Avenue, next door to 
the Ted Saval manufacturing plant and 
will specialize in custom made casual, 
play and evening shoes, all of the wedge 
type. Shoes will be made by Saval, but 
will be distributed solely by Richard- 
son, for this particular trade. This 
business will be entirely apart from the 
manufacturing business conducted by 
Saval. 





Ww 
Where . 
To Buy 


6 6 Oe er ee EF re Pe 


Innersoles 





Meet the feet and be good friends, 
See that their discomfort ends. 





NEWFLEX PIGSKIN 
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Monk Sandals 
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GENUINE JUSTIN 


4 BLACK 

DESERT SAND 

OR TWO-TONE 
Popular sellers for summer, these sandals 
give barefoot comfort with sturdy support 
of a well made shoe. Ideal for street wear, 
work, sports or auto travel. Made of smooth 
leather. Leather lined. % rubber heel. 
Priced to sell profitably at $5.00. In 
for immediate delivery. 


H. J. JUSTIN & SONS, INC. 
BOX 548 FORT WORTH, TEXAS 


stock 








Los Angeles Store 
Adds to Space 


Los ANGELES, CALIF. — Plans have 
been completed for the new addition to 
the Phelps-Terkel store on Wilshire 
Boulevard. The new building will 
double the present space. Occupancy 
is now planned for about November 
first. A shoe department which will 
have twice the shelf and fitting space 
as now enjoyed is in the plans. This 
department will be located on a main 
traffic lane between the sportswear and 
furnishings’ sections. Since its opening 
a few years ago in the Los Angeles 
“Miracle Mile” sector, this high grade 
store specializing in men’s sportswear 
has made a phenomenal success. 


Opens Own Shoe Store 


_ BRYAN, OHIO—W. R. Holmes of this 
city has recently opened his own shoe 
store. Mr. Holmes has been in the 
shoe business in Bryan for the past 12 
years, having managed the shoe stores 
and shoe departments of the Economy 
Shoe Company, The Charles Co., and 
Kaye’s Shoe Store. 
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Sunday Buyers Take Notes as 
Baltimore Detectives Keep Watch 


BALTIMORE, Mp. — The first annual 
Baltimore Shoe Fair, which was held 
at the Lord Baltimore Hotel July 13, 
14 and 15, was unique in several par- 
ticulars. It was the consensus among 
the exhibitors that it was a most suc- 
cessful affair. The show was staged by 
Louis Berman and, in view of the fact 
that this was his first venture of the 
kind, he did a remarkable job. Shoe 
retailers came in numbers and from as 
far south as Florida. And they bought 
shoes. An unusual aspect of this first 
annual Baltimore Shoe Fair is that in 
spite of the enthusiasm of the ex- 
hibitors and in the face of the demand 
that this show become an annual fea- 
ture in Baltimore, the promoter is un- 
certain as to whether he will again at- 
tempt such a project. 

And one of the reasons for Mr. Ber- 
man’s indecision as to the future of 
shows in Baltimore is the attitutde of 
a few wholesalers of the Monumental 
City. The question that was raised by 
these wholesalers is important since it 
was the first time that the issue had 
been brought up. 

Several of the wholesalers decided 
not to participate in the Fair and took 
no space on the selling floors. The show 
epened on Sunday, July 13, and a num- 
ber of merchants were on hand to place 
their business. A few days prior to the 
cpening, the wholesalers in question ap- 
plied to the Police Department of Balti- 
more for permission to keep their places 
of business open on Sunday and to book 
orders on that day. This permission 
was denied and no special permits were 
issued. The jobbers then employed coun- 
sel and this counsel appeared before 
Police Commissioner Robert Stanton for 
a hearing. It was pointed out that if 
those who contributed to the show could 
sell shoes to merchants on a Sunday, 
there was no logical reason why permis- 
sion should not be granted to others for 
the same purpose. Mr. Berman appear- 
ed for the exhibitors and he explained 
to the Commissioner that Sunday sell+ 
ing had gone on unmolested during all 
of the other shoe shows. But Commis- 
sioner Stanton ruled that selling could 
not go on in violation of the Sunday 
laws but that he would sanction buyers 
going to the rooms and making memo- 
randums of their proposed purchases. 

Accordingly, The Baltimore Shoe 
Fair was off to a troubled start. Plain 
clothes men worked in shifts on two 
floors on the opening day to see that no 
actual orders were booked. However, 
buyers entered into the spirit of the 
thing and wrote up their own “memo- 
randums” under the watchful eyes of 
detectives. Before the day progressed 
far, it was evident that a large volume 
of business was booked in spite of the 
handicap. 

The lack of one hundred per cent co- 
operation on the part of the Baltimore 
wholesalers annoyed Mr. Berman, who 


had labored untiringly for the success 
of the venture. It is thought possible 
that pressure will be brought to bear 
to have him re-consider his determina- 
tion to retire from the promoting field. 


Cleveland Shoe Dealers 
Form Association 


CLEVELAND, OH1I0—Over 75 shoe deal- 
ers of Greater Cleveland have organ- 
ized the Cleveland Shoe Dealers’ Asso- 
ciation, following a series of meetings. 
Purpose of the organization is to estab- 
lish uniform, fair trade practices and 
to promote the welfare of the local shoe 
business generally. Store owners and 
managers make up the regular member- 
ship while manufacturers, wholesalers 
and traveling salesmen are admitted to 
associate membership. Retail store 
membership dues are $10 per year with 
$5 extra for each branch store which 
entitles the branch manager to mem- 
bership. A $5 initiation fee is charged 
per person. 

Howard H. Borges, who operates a 
store at 15100 St. Clair Avenue, was 
named president of the association at 
the election meeting held in the Hotel 
Statler, here. Other officers elected 
were Carl Schanzenbach, orthopedic 
shoe dealér, 1030 Euclid Avenue, vice- 
president; Jack Garfinkel, who operates 
at 12408 Sit. Clair Avenue, vice-presi- 
dent; Howard C. Horn, 12421 St. Clair 
Avenue, treasurer; and Gabriel Leeb, 
local attorney with offices in the 
Guardian Building, executive secretary. 

In addition to the officers an 11-man 
board of directors was established. 
Members of the board are Louis J. 
Cort, Charles J. Florian, Harry A. 
Gould, S. P. Kachel, Sidney Lippy, Ben 
H. Newman, Joseph O’Boyle, Harry H. 
Tucker, Tony Vizner, Adolph Wachs- 
berger and William Ziegler. 

It is the aim of the new association 
to foster better business conditions in 
Greater Cleveland. Uniform dates for 
the presentation of white shoes will be 
established for the benefit of all. Other 
problems will be taken up and regular 
meetings will be held. 


New Store for Jacksonville 


JACKSONVILLE, FLA—A new Ed 
Krom Shoe Store, featuring shoes for 
men and boys in the popular price 
range, opened in Jacksonville, June 21. 
T. P. Gleaton, a resident of Jackson- 
ville for a number of years, has been 
made manager. 

This particular line of shoes is new 
to Jacksonville; and the store is opened 
in a new building, the St. John’s The- 
ater Building, which has just been 
completed. 

A zipper beach bag was given with 
each purchase on the first two days. 
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Lighting and interior display important factors in new E. W. Edwards 
department 


Syracuse, N. Y.—As part of an ex- 
tensive expansion and modernization 
program, E. W. Edwards & Son have 
just completed a new upstairs shoe 
department which is distinctive in 
beauty, convenience and shopping com- 
fort. Built on a circular principle, the 
chairs are placed in horseshoe fashion 
to add both to the looks of the depart- 
ment and ease of service. Stocks are 
concealed in spacious spots behind the 
false walls which surround the depart- 
ment. Through many conveniently lo- 
cated doorways. the salespeople can go 
quickly into the stock room and secure 
the shoes they wish without a litter of 
boxes and stock around the depart- 
ment to distract the customers from 
the fine displays of new merchandise. 

Harry, I. Sherman, well known in 
shoe circles as a progressive buyer and 
department manager, has made a spe- 
cial point of frequent changes of dis- 
plays and of ‘utilizing every available 
spot, such as wall niches as well as 
eenter tables, to show the customers 
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the newest fashions and the range 
available to them. 

In addition to the regular section for 
women’s footwear, there is a special 
corner set apart for the fitting of 
children’s shoes. Already it has been 
found that youngsters are flattered by 
this attention to them and like to be 
brought to Edwards for their shoes. 

Prominent also in the make-up of the 
department is the X-Ray machine which 
is used for all fittings. 

Featured in the stocks are such shoes 
as “Foot-Rest”, “Walk-Over”’, “Bel- 
laire”, “Marcette Exclusives” and 
“Tomboy” shoes for children. 


Buys Shoe Store 


Coon Rapiws, Ilowa—A. E. Radcliff 
of Lohrville has bought the Doris Shoe 
shop from Doris Watrous and has taken 
possession. He has had a number of 
years’ experience in the shoe business 
and plans to operate an up-to-date 
shop. 


Butterworth Joins Florsheim 
As Executive Assistant 


Cuicaco, ILL. — Frank Butterworth 
has recently been added to the executive 
staff of Florsheim Shoe Co. as an as- 
sistant to Irving Florsheim, president 
of the firm. He will be engaged in the 
production and buying end of the busi- 
ness. 

Mr. Butterworth comes to Chicago 
from the Daly Bros. Shoe Co. in Marion, 
Ind., having previously been associated 
with the Marion Shoe Co., when it was 
taken over by the Daly Co. 


Changes Announced in 
U. S. Rubber Footwear Div. 


New YorK—A. C. Ware, formerly 
Atlanta district sales manager for the 
Footwear Division of United States 
Rubber Company, has been appointed 
manager of sales development, accord- 
ing to an announcement by G. T. Ward, 
manager of branch sales. 

Mr. Ware has been associated with 
the rubber company for 22 years in 
various branches. In his new position 
he will be stationed in New York, and 
will work with district sales managers 
in the development and strengthening 
of dealer activities. 

At the same time Mr. Ward an- 
nounced that C. M. Hudgens joined the 
Atlanta branch organization in 1931 as 
a salesman. 


Walk-Over Department 
To Move 


Fort WAYNE, IND.—The Walk-Over 
Shoe Store, formerly in the Suedhoff 
Men’s Wear store, here, will move 
across the street to 121 W. Wayne 
Street. The store at this address has 
been purchased by Willoughby Brothers 
of Ypsilanti, Mich., and will sell Selby 
and Arch-Preserver shoes for women as 
well as a Walk-Over shoe department. 

Charles L. Huttinger will operate the 
men’s Walk-Over department. 
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Children's Shoes 
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The C. A. Haines 
Shoes for Children 


IN STOCK 


BCD, 8% - i2 
BCD, all 





Flex-A-Proved Cushion 
construction, soft and 
smooth inside, scientif- 
ically designed; all 
leather. Write for Cata- 


SUPERIOR SHOE CO., 


508 S. Peoria St. 


£2104 | 
White Elk | 
also carried in stock 
Shoe 


Chicago | 


American Co., S. Freiburger & Bro. Co., | 
251 W. Jefferson St., 119-121 E. Columbia St., | 
it Fort Wavne. tndiene 
Jayson Shoe Co. . . . Los Angeles, Cal. 
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INCREASE 
YOUR PROFITS 


with our selected 
JOBS...SAMPLES 
CANCELLATIONS 
ARCH and NOVELTIES 
for Men, Women & Children 


from 15 largest manufacturers of 

fine shoes in St. Louis. 
Over 1000 styles to choose from. Fall shoes 
now reody. We're in our tenth year of 
successful dealer service. 


M. K. WEIL SHOE CO. || 


1326 Washington Ave. ST. LOUIS, MO. | | 
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Holbrook Closes 
Euclid Avenue Store 


CLEVELAND, OHI0—-Al Holbrook has 
closed out his Euclid Avenue store 
which operated as Holbrook’s ' Euclid 
Avenue, Inc. The store was located at 
1120 Euclid. Holbrook’s original store 
located at 1861 East 6th Street and 
known as the Stetson Shoe Shop, will 
be continued as usual. 


Kane Takes Charge of 
Marion Plant 


MARION, IND. — Harold J. Kane has 
been selected to succeed Frank Butter- 
worth in charge of the plant of the 
Marion division of the Daly Bros. Shoe 
Co. here. Mr. Kane was previously with 
the Boston plant of Daly Bros. 
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Quality First Consideration at Detroit Show 





Committee for Michigan Shoe Travelers Fall Fair look over the records 
of sales booked. Left to right: Sam Kane, chairman; Dave Brown 
{seated}, S. S. Weiss. 


Detroit, MicH—The three-day Fall 
Shoe Show, held by the Michigan Shoe 
Travelers at the Hotel Statler, drew 
about one thousand shoe retailers and 
their wives from all parts of Michigan, 
according to estimates of officials in 
charge of the show. Total number of 
exhibitors was 41, representing over 
sixty different shoe lines. Sample rooms 
on the entire thirteenth and fourteenth 
floors of the hotel were filled. 

The outstanding trend on shopping, 
according to Sam Kane, general chair- 
man of the committee, was the absence 
of price buying. Retaliers generally 
were out shopping for merchandise of 
a definite quality, more or less regard- 
less of price. This is one reflection of 
the recent price increases in shoe lines, 
which have become more apparent in 
Fall models than earlier, with prices 
running 12 per cent higher than during 
the National Shoe Fair on women’s 
lines, and about 15 per cent on men’s. 

Business also showed an increase 
generally, according to the travelers ex- 
hibiting. 

“Suede is outstanding in women’s 
shoes for this territory for Fall,” ac- 
cording to Mr. Weiss. “This finish in 
antique tan is going over big. Spectator 


dress shoes are also doing very well. 
Open-toe backless play shoes will also 
be in big demand for the Fall.” 

This trend in styles is confirmed by 
other travelers, such as Dave Brown 
of the M. J. Saks Shoe Corp., who re- 
ported the three leaders, in order of 
popularity, as (1) black suedes; (2) 
antique calfs; and (3) brown suedes, 
with lizard creams following closely. 

M. J. Saks. himself was a visitor to 
the Detroit Show, returning from a trip 
to the Pittsburgh Shoe Show. 

Immediate delivery is a common de- 
mand from buyers, all exhibitors re- 
ported. Retailers apparently have de- 
pleted. Fall stocks through delayed buy- 
ing or other causes to the point where 
they want delivery in a matter of 
weeks, rather than in September or 
October. 

Seriousness of retailers attending 
was a notable factor, with interest cen- 
tered on the exhibits and not upon 
social activities. 

Increased retail buying is a direct 
reflection of the spread of national 
defense employment and payrolls 
through this State. General retail sales 
are estimated up by 15 per cent over 
a year ago. 





Industry Mourns Passing 
Of Lewis F. Weber 


[CONTINUED FROM PAGE 35] 


the schools of the city entered the em- 
ploy of the George A. Smith Machin- 
ery Company. In 1899, shortly after 
the company was formed, he began his 
association with the United Shoe 
Machinery Corporation. 

Early in the present century he was 
sent to France at the time of the Paris 
Exposition, and then to Frankfort, 
Germany, where he continued until af- 





ter the wear. when he returned to 
America and became manager of the 
Pacific Coast territory of the com- 
pany, with headquarters in San Fran- 
cisco. He remained there until 1929, 
when he came to New York. 

Mr. Weber had lived shoe machinery 
all his life and was thoroughly versed 
in every phase of it. He was highly 
regarded in the different districts in 
which he resided, and his advice and 
opinion were widely sought by shoe 
manufacturers, who invariably found 
his judgment sound. 
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Army Service Shoe 
Bid Invitations Issued 


_ Boston, Mass.—Coincident with the 
second lottery under the selective ser- 
vice act, the United States Army, act- 
ing through the local Quartermaster 
Depot, has issued invitation to bid on 
another lot of 1,000,008 pairs of service 
shoes. Bids will be opened at the Bos- 
ton Army Base on July 30 and it is 
specified that complete and final deliv- 
ery be made by Nov. 15 of this year. As 
in the past, bids are asked on shoes 
with leather soles and alternate bids 
on shoes with composition soles. No 
one factory will be awarded a contract 
to make more 150,000 pairs nor less 
than 36,000 pairs. 

Bids on 10,000 pairs of Munson lasts 
of the type over which these service 
shoes are made, have been increased to 
14,000 pairs, indicating either that 
many more service shoes are still to be 
bought or that it is hoped the work 
will be spread over more factories than 
in the past. 

Other nearby bid openings include 
one on 2640 pairs of ski boots, sched- 
uled for July 25, presumably for use o* 
troops in Alaska. 


Canada to Gictticel 
Hide and Leather Prices 


MONTREAL, CANADA — An order-in- 
council giving the Wartime Prices and 
Trade Board control over the prices of 
hides, skins and leather in Canada was 
announced recently. Licenses will be 
required by those dealing in such goods 
in future. 

The authority was given the Board 
on advice of the hides and leather con- 
troller, Maurice Samson, the order said. 

The order set forth that the United 
States Government had acted to fix the 
maximum prices of cattle hides, kip 
hides and calf skins, and that a sub- 
stantial trade in these goods between 
Canada and the United States exists. 
Prices in the two countries have run 
close together, and the order said that 
“any disturbance in such customary re- 
lationship between the prices of hides 
and skins in the two countries might 
be detrimental to the production and 
supply of leather and detrimental to 
the interests of consumers in Canada.” 

The export of leather, hides and skins 
from Canada is subject to approval of 
the Wartime Prices and Trade Board. 
and similar control over exports has 
been imposed in the U. S. 

“Stability of prices of hides, skins 
and leather would assist in the supply- 
ing of shoes for military purposes and 
to consumers at reasonable prices,” the 
order said. 

The Board is given the power to “fix 
from time to time the maximum prices 
or maximum mark-ups at which any 
hides and skins other than fur skins, 
and leather may be sold or offered for 
sale.” 

From August 16, all brokers, dealers, 
packers and tanners of hides and skins 
in Canada will operate under licence, 
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the Wartime Prices and Trade Board 
recently announced. The licenses, with- 
out which no company or inidividual 
will be permitted to deal in hides and 
skins, will be issued by the Board un- 
der the supervision of Maurice Samson, 
hides and leather administrator. They 
will cost $1 and will expire March 31. 

Monthly reports of stocks, purchases, 
and sales which have heretofore been 
voluntarily submitted now will be re- 
quired regularly. Tanners will be asked 
to furnish records of their production, 
sales and stocks of manufactured and 
unmanufactured leather, as well as in- 
formation on purchases and stocks of 
raw hides and skins. 
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%* Due to the overwhelming reception accorded the new 
Queen Quality line by present customers and new ac 
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at present. 


However, plans are being made to step up production 
next season so that we can efficiently serve new cus 


tomers as well as ovr present ones 


QUEEN QUALITY SHOE COMPANY « Div: international Shoe Co. + ST. LOUIS 


Coast Firm Opens 
Third Branch 


PASADENA, CALIF. — A Peters Shoe 
Store is being opened at 333 East 
Colorado St. by Foot Builders, Inc., the 
latter concern being composed of 
Messrs. Stribling, Gallencamp and 
Hyde. This is the third in a series of 
Peters shoe stores opened by this cor- 
poration, the first one being in Glen- 
dale and the second in Belvedere Gar- 
dens, all suburban towns of Los 
Angeles. F. A. Seach will be the man- 
ager of the Pasadena store, having been 
manager of the Innes, Los Angeles, 
Downstairs store for the past 15 years. 
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SIDE LINES SALES'N WTD. 


MANAGER WANTED 


WANTED TO PURCHASE 





SHOE SALESMAN to carry as sideline for 
Texas trade-marked in-stock line growing 
girls’, misses’ and children’s ular priced 
shoes; customers in territory. SINBAC SHOE 
CO., Chicago, 





CHIROPODIST WANTED 


WANTED: CHIROPODIST. Licensed to 

practice in State of Washington. Preferably 
a recent graduate. Attractive proposition. Write 
Mavflower Hotel, Room 514, Seattle, Wash- 
ington. 








POSITION WANTED 





STORE MANAGERS WANTED -~ Family 

shoe store experience necessary. Age 31 to 
37. Give full details regarding past connections 
and education. Address Box 226, Boot and 
Shoe Recorder, 1627 Locust St., St. Louis, Mo. 


WANT TO LEASE 


WANTED TO LEASE: Shoe rtment by 

progressive individual operator. Middle west 
preferred. Address $229, care Boot & Shoe 
se 100 East 42nd Street, New York, 











HANDBAGS 





GGRESSIVE retail Shoe Salesman desires 

proposition on Pacific coast. Thorough 
knowledge of buying, managing and promoting. 
At present employed. Married. Address $224, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 


HOE Store or 





Department Manager desires 


to make a change. Age 37, with over twenty 
years’ experience in medium and better grade 
; Will go anywhere. Address $223, 
care Boot & Shoe Recorder, 100 East 42nd 


Street, New York, N. Y 





WANTED TO PURCHASE 


WANTED—25 to 50 sections of Modern Shoe 
Shelving, men and women, including chairs, 





rugs and other equipment. Cash. Describe fully. 
Address $227, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 





FOR SALE 


OR SALE—Three “Royal” Shoe Stores lo- 

cated in Lynchburg and Roanoke, Virginia, 
and Durham, North Carolina; and also the 
Hazzard Shoe Store, in Bangor, Maine. Rea- 
son for selling—stores are too far from our 
central operating radius. Apply to the Tri- 
angle Shoe Company, Wilkes-Barre, Penna. 


MODERN Shoe Store for sale. High grade 
shoe store in Connecticut city. of 100,009 
population. Must sell on account of illness in 
family. Address $225, care Boot & Shoe 
wer: 100 East 42nd Street, New York, 











For SALE: Ladies’ Stvle Shoe See Medium 

range; well 
Southern town. Over $50,000 wainie. and 
steadily increasing; favorable lease. Reason for 
sale: Proprietor subject to Army draft call in 
near future. Address $216, care Boot & Shoe 
inet 100 East 42nd Street, New York, 














CONSIGNMENT— 


HANDBAGS FOR CONSIGNMENT 
TO RETAIL FOR $1.00 TO $2.00 


Here is interes — offering 
25% Oe he ter tan details. 


NEW YORK LEATHER GOODS 
300 W. Adams St., Chicago, lil 
DEARBORN 0688 














HOTELS 





SHOE STORES WANTED 


FOR CASH 
Men's, women's, children's shoes retailing 
from $5.00 and K Short term leases as 
sumed. Write in confidence i“ 
A. L. BARIS, Pres. 


Oneusual references on request. 











BUYERS OF 
MANUFACTURERS —HETAILERS 
SURPIAS S¥OCK 


Konan shoe stocks 
Write, wire or phone. 
BARSU & CEASAR 
19 N. Feerth St. Phitadelphia, Pa. 
Phone Varker 1806 








SELL YOUR SURPLUS STOCKS 


KIRSCH-BLACHER CO., INC. 
established 1915 


pedi naga aye tyr A ny 
jobbers and manufacturers. 


"aes our new warehouses 
108-110 Duane Street, New York 
Phone: WOrth 2-5377 and 5378 and 5379 
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Travelers Journey Afield 


New York—Urban K. Allen, presi- 
dent of the National Shoe Travelers 
Association, and Otto Dumke, secretary 
of the Chicago Shoe Travelers Associa- 
tion, with the women folk, had a trip 
for themselves recently when they left 
Chicago for Mr. Allen’s old home town 
in Maine by auto. After spending a 
few days there, they drove down to 
Boston where they visited with Tom 
Delaney, secretary of the N.S.T.A., and 
many of their other friends in the trade. 





WE Bry 
Katire or ue Wholesale and on 
Stocks. Also randed Shoes such 
Walk-Over, Florsheim, Enna-Jettick. Vital. 
ity, Arch Preserver. Queen Quality, Bos 
tonlans, Stetson. Red Cross. Nuno-Bash, Bte. 
InVvE ae SUBIN 
“The of Jobs” 
88 Reade ire Cor. Cherch 
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CASH 


For Entire Stocks or Surplus Merchandive. 
This is a good time to dispose of them. 
We can use any quantity and pay tle highest 
prices. 

CAMITTA SHOE COMPANY 





16 8. 3rd St. Phitadciphia, Pa. 
Phene Lombard 2062 














Leaving Boston, they put their car 
on the boat and sailed down to New 
York from where, after spending sev- 
eral days seeing the sights, they left 
for Philadelphia, Baltimore and Wash- 
ington taking the round-about way 
back to Chicago. 
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The rate for “Position and Lines Wanted" advertisement is 4 cents per word for all undisplayed advertise- - 
ments. Minimum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum 
charge, $1.25. When a box number is desired twelve words should be added for the address. In all other cases 
each word of the address should be counted. 
The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 


Classified advertising is payable in advance. 
eS Advertisements for this page must be in our New York office on Friday of the week preceding publication. we 
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MERCHANTS’ NEEDS 


BRANNOCK 
SHOE FITTING DEVICE 


1. FIT BETTER—SELL MORE 
increase repeat sales 
2. ATTRACT NEW CUSTOMERS 
more professional skill 
3. CUT FITTING TIME IN HALF 
fewer try-ons; more sales 
Write for Scientific Folder and 
list of manufacturers offering 


Brannock Devices at special co- 
operative price. 
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offices of Price Administration and 
Civilian Supply is exercising so many 
functions which overlap OPM duties 
that a showdown between the two agen- 
cies appears inevitable. 

Many industry representatives called 
to Washington to attend OPM confer- 
ences and promptly invited by OPACS 
to attend similar meetings. At times 
OPACS beats OPM to the draw and 
schedules a meeting first. 

Biggest point of controversy concerns 
priorities, over which OPM has been 
given statutory control. OPACS, on 
the other hand, is vested by the White 
House with executive authority to exer- 
cise priority control over civilian re- 
quirements, after defense needs have 
been met. Priority actions by the two 
competitive agencies frequently overlap 
because of an intrinsic inability on the 
part of both to draw a dividing line 
between defense and civilian require- 
ments. Moreover, Mr. Henderson’s ap- 
parent desire to broaden OPACS power 
and influence, a factor which has im- 
plied if not actual White House back- 
ing, adds considerable complexity to 


the picture. 
- * 7 


Opacs has muscled in on the trans- 
portation problem, one which presum- 
ably had been vested exclusively with 
the OPM. Indicative of the OPACS 
trend to impinge on OPM’s bailiwick, 


July 26, 1941 


it created a transportation division, and 
promptly announced that ‘transporta- 
tion costs constitute such an important 
factor in the matter of prices, that a 
transportation division is one important 
arm it could ill afford to be without. 


EVEN the contrast between OPM and 
OPACS personnel is striking. Pre- 
dominating in OPM are industrialists, 
business men and experts rich in busi- 
ness experience. OPACS has gone in 
for 1941-model brain trusters, econo- 
mists, educators and New Deal theorists 
who never had to meet a payroll. The 
trend within OPACS has been so pro- 
nounced in this direction that, accord- 
ing to insiders, Mr. Henderson has 
elaborate plans to give his pricing 
agency at least a perfunctory sprink- 
ling of business men. This would tone 
down its present complexion. 
* * * . 


Director General William S. Knudsen 
has assured at least one trade associa- 
tion executive that the so-called purge 
of trade association men from OPM is 
without significance. Mr. Knudsen con- 
fided that his only purpose was to re- 
move OPM as the target of certain 
criticism if trade association men hung 
on to both OPM and association jobs. 
Association representation is assured, 
the OPM head is reported to have said, 
through the new industry advisory 
groups being established under OPM 
reorganization. 


Leather Firm 
Consolidates Operations 


Worcester, Mass.—Graton & Knight 
Company, tanning firm, has put up for 
public sale the land and buildings of 
the Scherer Leather Company, in 
Cudahy, Wisconsin, and announced that 
it is completing the move of all oper- 
ations of its Scherer Division to 
Worcester. 

The move has been in process for 
several months, during which time the 
company expanded its tanning capac- 
ity in Worcester, and added new equip- 
ment so that the move would not dis- 
rupt the usual flow of business. 

In announcing the move, A. N. Ben- 
nett, president of Graton & Knight 
Company, stated: 

“By placing all of our manufactur- 
ing operations under one roof, we will 
eliminate the high cost of shipping 
leather from one plant to another. It 
will also facilitate control of produc- 
tion, quality, and inventories.” 


Named Downstairs Shoe Buyer 


UNIONTOWN, Pa. — Lou Ebenstein, 
formerly shoe buyer for the past 15 
years in the basement shoe department 
of Rosenbaum’s Department Store, 
Pittsburgh, has recently joined N. 
Kaufman’s, Inc., department store here, 
as buyer of men’s, women’s and chil- 
dren’s quality footwear in the store’s 
new downstairs budget shop. 


Fewer Exhibitors at 


Buffalo Show 


BurraLo, N. Y.—The Greater Buffalo 
Shoe Retailers Association held its 
1941 annual Fall shoe show at Hotel 
Statler with only 39 of the originally- 
planned 62 manufacturers and whole- 
salers setting up exhibits. 

Business is good, but orders are out- 
stripping production in leather goods 
and many shoe manufacturers will not 
be able to take any more retail orders 
for another month or two, Harry J. 
Deters, business manager of the Buf- 
falo Retail Shoe Dealers Association, 
explained. 

“The government is ordering so many 
shoes that factories are going full blast 
and still have a hard time to keep up 
with the demand,” he said. 


The lines on display for the trade, 
some 10,000 pairs of shoes, show 4 
decided trend to more conservative 
styles for women’s shoes, with black 
suede leading the style parade for early 
Fall, Edward Krug, who with Mr. 
Deters and Louis Rubin, were in charge 
of the display, revealed. 

The open toe still is popular for Fall 
and is competing for honors with the 
square toe and the wall last. Next to 
suede, crushed kid and antique calf- 
skin predominate in the women’s shoes. 

For the men, the brogue type in 
brown takes the lead, with the military 
influence showing itself in many of the 
models. Men’s shoes are up in price 
as much as 20 per cent. 

Rubbers, galoshes and felt slippers 
were completely absent from this year’s 
show. There will be no more rubber 
footwear offered to the retail trade for 
another month, Mr. Deters said. 


Whites Still Selling in Midwest 


INDIANAPOLIS, IND. — Cool rainy 
weather affected business somewhat 
during the early part of June, but vol- 
ume showed an increase of 10 per cent 
over the corresponding week a year ago. 

During the rainy period the sale of 
white footwear, both men’s and wo- 
men’s, dropped off to the low point, but 
ladies’ black shoes continued to sell 
with some blues and gabardines. There 
is an unusual demand for combinations 
with tan and white in the lead, and 
during the past week all-white in wo- 
men’s shoes has come to the front. 
Especially noted are tendencies to pur- 
chase in the higher-brackets, and shoe 
men are predicting heavier white sales 
as the season goes on. 

Men’s shoes, mostly brown and white, 
are selling in a big way. Ventilated 
footwear sales dropped off during the 
rainy weather and the cool nights. 
Cream and coffee are disappointing, 
and not nearly as active as was first 
anticipated. Some dealers believe the 
inactivity is due to lack of promotion. 
Unlooked for is the unusual activity in 
leisure types, even for older men who 
are calling for leisure sandals. 
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SIDE LINES SALES'N WTD. 


MANAGER WANTED 


WANTED TO PURCHASE 





SHOE SALESMAN to carry as sideline for 
Texas trade- marked in-stock line growing 
girls’, misses’ and children’s popular priced 
shoes; customers in territory. SINBAC SHOE 
CO., Chicago. 





CHIROPODIST WANTED 


WANTED: CHIROPODIST. Licensed to 

practice in State of Washington. Preferably 
a recent graduate. Attractive proposition. Write 
Mavflower Hotel, Room 514, Seattle, Wash- 
ington. 








POSITION WANTED 





TORE MANAGERS WANTED -~ Family 
shoe store experience necessary. Age 31 to 
37. Give full details regarding past connections 
and education. Address Box 226, Boot and 
Shoe Recorder, 1627 Locust St., St. Louis, Mo. 


WANT TO LEASE 


WANTED TO LEASE: Shoe iy ota by 

progressive individual operator. — west 
preferred. Address $229, care Boot Shoe 
em 100 East 42nd Street, ns York, 











HANDBAGS 





GGRESSIVE retail Shoe Salesman desires 
proposition on Pacific coast. — 
knowledge of buying, managing and promot 
At present employed. Married. Address $224, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 


HCE Store or Department Manager desires 

to make a change. Age 37, with over twenty 

- sen experience in medium and better grade 

. & anywhere. Address $223, 

"Boot Shoe Recorder, 100 East 42nd 
News York, N ; 





— 
Street, 





WANTED TO PURCHASE 





WANTED—25 to 50 sections of Modern Shoe 

Shelving, men and women, including chairs, 
rugs and other equipment. Cash. Describe fully. 
Address $227, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. ¥. 





FOR SALE 


TOR SALE—Three “Royal” Shoe Stores lo- 
cated in Lynchburg and ec, Virginia, 
and Durham, North Carolina; and also the 
Hazzard Shoe Store, in Bangor, Maine. Rea- 
on for selling—stores are too far from our 
central operating radius. Apply to the Tri- 
angle Shoe Company, Wilkes-Barre, Penna. 


ODERN Shoe Store for sale. High grade 
shoe store in Connecticut city of 100,009 
population. Must sell on account of illness in 
family. Address $225, care & Shoe 
5 ae 100 East 42nd Street, New York, 











pe BS SALE: Ladies’ Stvle Shoe Store, Medium 

range; well established in boomin« 
Southern town. Over $50,000 volume, and 
steadily increasing; favorable lease. Reason for 
sale: Proprietor subject to Army draft call in 
near future. Address $216, care Boot & Shoe 
serene. 100 East 42nd Street, New York, 








CONSIGNMENT— 
HANDBAGS FOR CONSIGNMENT 
TO RETAIL FOR $1.00 TO $2.00 
Here is — offering 
25% commission. for full, details. 
NEW YORK LEATHER GOODS 
300 W. Adams St., Chicago, lil. 
DEARBORN 0688 














HOTELS 





SHOE STORES WANTED 


FOR CASH 
Men's, women's, children's shoes retailing 
from $5.00 and up. Short term leases as 
sumed. Write 


in to 
A. L. BARIS, Pres. 





Onusual references on request, 








BUYERS OF 
MANUFACTURERS—HETAILERS 
STRELA S STOCK 


Write, wire or phene. 


BARSU & CEASAR 
19 N. Feerth St. Philadelphia, Pa. 
Phene Varker 108 








SELL YOUR SEaPLSS STOCKS 


KIRSCH-BLACHER CO., INC. 
established 1915 
We buy surplus or complete stocks of shoes 
from retailers, jobbers and manufacturers. 
Visit our new warehouses 
108-110 Duane Street, New York 
Phone: WOrth 2-5377 and 5378 and 5379 
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Travelers Journey A field 


New York—Urban K. Allen, presi- 
dent of the National Shoe Travelers 
Association, and Otto Dumke, secretary 
of the Chicago Shoe Travelers Associa- 
tion, with the women folk, had a trip 
for themselves recently when they left 
Chicago for Mr. Allen’s old home town 
in Maine by auto. After spending a 
few days there, they drove down to 
Boston where they visited with Tom 
Delaney, secretary of the N.S.T.A., and 
many of their other friends in the trade. 
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CASH 


For Entire Stocks or Surplus Merchandise. 
This is a good time to dispose of them. 
We can use any quantity and pay the highest 
prices. 
CAMITTA SHOE COMPANY 
16 8S. 3rd St. Phitadciphia, Pa. 
Phene Lombard 

















Leaving Boston, they put their car 
on the boat and sailed down to New 
York from where, after spending sev- 
eral days seeing the sights, they left 
for Philadelphia, Baltimore and Wash- 
ington taking the round-about way 
back to Chicago. 
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The rate for "Position and Lines Wanted" advertisement is 4 cents per word for all undisplayed advertise- - 
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BRANNOCK 
SHOE FITTING DEVICE 


1. FIT BETTER—SELL MORE 


increase repeat sales 


2. ATTRACT NEW CUSTOMERS 
more professional skill 
3. CUT FITTING TIME IN HALF 
fewer try-ons; more sales 


Write for Scientific Folder and 
list of manufacturers offering 
Brannock Devices at jal co- 
operative price. 
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offices of Price Administration and 
Civilian Supply is exercising so many 
functions which overlap OPM duties 
that a showdown between the two agen- 
cies appears inevitable. 

Many industry representatives called 
to Washington to attend OPM confer- 
ences and promptly invited by OPACS 
to attend similar meetings. At times 
OPACS beats OPM to the draw and 
schedules a meeting first. 

Biggest point of controversy concerns 
priorities, over which OPM has been 
given statutory control. OPACS, on 
the other hand, is vested by the White 
House with executive authority to exer- 
cise priority control over civilian re- 
quirements, after defense needs have 
been met. Priority actions by the two 
competitive agencies frequently overlap 
because of an intrinsic inability on the 
part of both to draw a dividing line 
between defense and civilian require- 
ments. Moreover, Mr. Henderson’s ap- 
parent desire to broaden OPACS power 
and influence, a factor which has im- 
plied if not actual White House back- 
ing, adds considerable complexity to 


the picture. 
* * . 


Opacs has muscled in on the trans- 
portation problem, one which presum- 
ably had been ‘vested exclusively with 


the OPM. Indicative of the OPACS 
trend to impinge on OPM’s bailiwick, 


July 26, 1941 


it created a transportation division, and 
promptly announced that -transporta- 
tion costs constitute such an important 
factor in the matter of prices, that a 
transportation division is one important 
arm it could ill afford to be without. 


> * 


EVEN the contrast between OPM and 
OPACS personnel is striking. Pre- 
dominating in OPM are industrialists, 
business men and experts rich in busi- 
ness experience. OPACS has gone in 
for 1941-model brain trusters, econo- 
mists, educators and New Deal theorists 
who never had to meet a payroll. The 
trend within OPACS has been so pro- 
nounced in this direction that, accord- 
ing to insiders, Mr. Henderson has 
elaborate plans to give his pricing 
agency at least a perfunctory sprink- 
ling of business men. This would tone 
down its present complexion. 

* 7 


Director General William S. Knudsen 
has assured at least one trade associa- 
tion executive that the so-called purge 
of trade association men from OPM is 
without significance. Mr. Knudsen con- 
fided that his only purpose was to re- 
move OPM as the target of certain 
criticism if trade association men hung 
on to both OPM and association jobs. 
Association representation is assured, 
the OPM head is reported to have said, 
through the new industry advisory 
groups being established under OPM 
reorganization. 


. . 


Leather Firm 
Consolidates Operations 


Worcester, Mass.—Graton & Knight 
Company, tanning firm, has put up for 
public sale the land and buildings of 
the Scherer Leather Company, in 
Cudahy, Wisconsin, and announced that 
it is completing the move of all oper- 
ations of its Scherer Division to 
Worcester. 

The move has been in process for 
several months, during which time the 
company expanded its tanning capac- 
ity in Worcester, and added new equip- 
ment so that the move would not dis- 
rupt the usual flow of business. 

In announcing the move, A. N. Ben- 
nett, president of Graton & Knight 
Company, stated: 

“By placing all of our manufactur- 
ing operations under one roof, we will 
eliminate the high cost of shipping 
leather from one plant to another. It 
will also facilitate control of produc- 
tion, quality, and inventories.” 


Named Downstairs Shoe Buyer 


UNIONTOWN, Pa. — Lou Ebenstein, 
formerly shoe buyer for the past 15 
years in the basement shoe department 
of Rosenbaum’s Department Store, 
Pittsburgh, has recently joined N. 
Kaufman’s, Inc., department store here, 
as buyer of men’s, women’s and chil- 
dren’s quality footwear in the store’s 
new downstairs budget shop. 


Fewer Exhibitors at 


Buffalo Show 


BurraLo, N. Y.—The Greater Buffalo 
Shoe Retailers Association held its 
1941 annual Fall shoe show at Hotel 
Statler with only 39 of the originally- 
planned 62 manufacturers and whole- 
salers setting up exhibits. 

Business is good, but orders are out- 
stripping production in leather goods 
and many shoe manufacturers will not 
be able to take any more retail orders 
for another month or two, Harry J. 
Deters, business manager of the Buf- 
falo Retail Shoe Dealers Association, 
explained. 

“The government is ordering so many 
shoes that factories are going full blast 
and still have a hard time to keep up 
with the demand,” he said. 

The lines on display for the trade, 
some 10,000 pairs of shoes, show 4 
decided trend to more conservative 
styles for women’s shoes, with black 
suede leading the style parade for early 
Fall, Edward Krug, who with Mr. 
Deters and Louis Rubin, were in charge 
of the display, revealed. 

The open toe still is popular for Fall 
and is competing for honors with the 
square toe and the wall last. Next to 
suede, crushed kid and antique calf- 
skin predominate in the women’s shoes. 

For the men, the brogue type in 
brown takes the lead, with the military 
influence showing itself in many of the 
models. Men’s shoes are up in price 
as much as 20 per cent. 

Rubbers, galoshes and felt slippers 
were completely absent from this year’s 
show. There will be no more rubber 
footwear offered to the retail trade for 
another month, Mr. Deters said. 


Whites Still Selling in Midwest 


INDIANAPOLIS, IND. — Cool rainy 
weather affected business somewhat 
during the early part of June, but vol- 
ume showed an increase of 10 per cent 
over the corresponding week a year ago. 

During the rainy period the sale of 
white footwear, both men’s and wo- 
men’s, dropped off to the low point, but 
ladies’ black shoes continued to sell 
with some blues and gabardines. There 
is an unusual demand for combinations 
with tan and white in the lead, and 
during the past week all-white in wo- 
men’s shoes has come to the front. 
Especially noted are tendencies to pur- 
chase in the higher-brackets, and shoe 
men are predicting heavier white sales 
as the season goes on. 

Men’s shoes, mostly brown and white, 
are selling in a big way. Ventilated 
footwear sales dropped off during the 
rainy weather and the cool nights. 
Cream and coffee are disappointing, 
and not nearly as active as was first 
anticipated. Some dealers believe the 
inactivity is due to lack of promotion. 
Unlooked for is the unusual activity in 
leisure types, even for older men who 
are calling for leisure sandals. 








Dates to Remember 


Michigan Shoe Travelers Monthly 
Shoe Buyers Day, Hotel Statler, 
Detroit, Mich. August 4, 1941 


Annual Outing Buffalo Shoe Retail- 
ers Association, Walker’s Grove, 
Williamsville, N. Y. August 20, 1941 


Official Opening of American 
Leathers for Spring, 1942, Tan- 
ners’ Council of America, and 
N.S.R.A. Style Conference, Wal- 
dorf-Astoria Hotel, New York. 

September 15, 16, 1941 


Introduction of Spring Footwear 
Fashions of St. Louis Shoe Man- 
ufacturers Association, Hotel 
Commodore, New York. 

October 26, 27, 28, 29, 1941 


Shoe Manufacturers’ Spring Open- 
ing, Hotel New Yorker, New 
York. November 3, 4, 5, 6, 1941 


Boston Shoe Fair, New England 
Shoe & Leather Association, 
Hotels Statler and Parker House, 
Boston, Mass. 


December 1, 2, 3, 4, 1941 


NATIONAL SHOE FAIR, Hotel 
Stevens, Chicago, Ill. 
January 5, 6, 7, 8, 1942 


Joint Annual Convention Texas- 
Oklahoma Shoe Retailers Asso- 
ciation and Southwestern Shoe 
Travelers Association, Texas 
Hotel, Fort Worth, Texas. 

January 11, 12, 13, 14, 1942 





To Widen U. S. Rubber 
Co. Charter 


New YorK—A special meeting of 
the stockholders of United States Rub- 
ber Company voted to widen the 
charter of the company. The meeting, 
called especially to amend the charter, 
was held in Jersey City, N. J. 


F. B. Davis, Jr., chairman of the 
board and president of the company, 
presided and announced that votes cast 
approving the charter changes totaled 
74 per cent of the company’s preferred 
stock, and 74 per cent of the common 
stock. No other business was trans- 
acted at the meeting. 


Demands of the federal government’s 
national defense program were de- 
scribed as impelling the meeting. The 
stockholders had been informed that— 
with this as the compelling reason— 
they would be asked to approve the 
use of the occasion for a complete, 
modern re-statement of the objects and 
charter powers of the company. These 
have not been changed since the com- 
pany’s incorporation in March, 1892— 
nearly half a century ago. 

The company is among those which 
expects to be called upon by the gov- 
ernment to enter upon and manage 
various munitions plants now being 
planned. The company’s charter, until 
amended, would have interposed legal 
obstacles to responding fully to the 
government’s defense emergency re- 
quests. 
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ABuying Guide 


BOOTS AND SHOES 


ARNOFF SHOE CO., New York City 

BELLAIRE SHOE CO., Portland, Me. . 

CONNEL, J. M., SHOE CO., Braintree, Mass. 

CURTIS, STEPHENS & EMBRY CO., INC., Reading, Pa. . 

ELAM, F. S., SHOE CO., Rochester, N. Y. x x. cue 
ENDICOTT-JOHNSON CORP., Endicott, N. Y. Bt .2nd Cover 
GERBERICH-PAYNE SHOE CO., Mt. Joy, Pa. .. Back Cover 
GOODWILL SHOE CO., Holliston, Mass. . . ; b, ' ; 38 
HEALTH SPOT SHOE SHOPS, INC., Danville, Ill. tens PES 
JUSTIN, H. J., & SONS, INC,, Fort Worth, Texas .......... 2x .. 42 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass. ; ; a 
QUEEN QUALITY SHOE CO., St. Louis, Mo. 45 
ROBERTS-HART, INC., Keene, N. H. .. ta Be : 
ROBERTS, JOHNSON & RAND, St. Louis, Mo. 3 ee ; Front Cover 
SUPERIOR SHOE CO., Chicago, Ill. ta 44 
TRIMFOOT CO., St. Louis, Mo. ... 

WEIL, M. K., SHOE CO., St. Louis, Mo. Se 

WINTHROP SHOE COMPANY, St. Louis, Mo. ....... 


STORE EQUIPMENT AND ACCESSORIES 


BRANNOCK DEVICE CO., Syracuse, N. Y. 
NEW YORK LEATHER GOODS CO., Chicago, Ill. 
SCHOLL MFG. CO., INC., Chicago, Ill. 


LEATHER AND OTHER MATERIALS 


ALLIED KID CO., Boston, New York, Philadelphia 
ENGLAND-WALTON, Boston, Mass. ..... 
GALLUN, A. F., & SONS CORP.., Milwaukee, Wis. Ina 
KIEFER, EDGAR S., TANNING CO., Grand Rapids, Mich. 
OHIO LEATHER CO., Girard, O. Ct oe me 
RICHARD YOUNG CO., New York City 

SURPASS LEATHER CO.., Philadeiphia, Pa. 

ZIEGEL EISMAN CO., Boston, Mass. 


MACHINERY, LASTS, MFRS." SUPPLIES, DRESSINGS, Etc. 


DU PONT DE NEMOURS, E. I., & CO., INC., Arlington, N. J. 2... ......... 39 
NORTH & JUDD MFG. CO., New Britain, Conn. ................. 4l 
PANTHER-PANCO CO., Chelsea, Mass. . rae ae 3rd Cover 
UNITED SHOE MACHINERY CORP., Boston, Mass. 

UNITED STATES RUBBER CO., New York City 

WAVERSHOE TRIMMING CO., INC., New York City 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City 
BARSH & CEASAR, Philadelphia, Pa. . 
CAMITTA SHOE COMPANY, Philadelphia, Pa. 
HOTEL LENNOX, St. Louis, Mo. ..... 
KIRSCH-BLACHER CO., INC., New York City 
MARBRIDGE BUILDING, New York City .. 
RUBIN, -IRVIN, New York City .. 
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‘BUILDING EVEN GREATER CONSUMER DEMAND IN 
A POWERFUL APPEAL TO MOTHERS AND FATHERS 


PAN-CORD is out to tel its story to the parents of the nation. Here are the soles that keep 
down the high cost of shoes. Let them scuff . . let them kick. PAN-CORDS are a match for 
active ‘boys lind girls who give ordinary soles a terrific beating. ‘Tested in the laboratory of 
Parents’ Magazine, PAN-CORDS have earned the Seal of Commendation, recommended to 
readers for quality. Over a million mothers and fathers will learn about PAN-CORD. Make 
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THE NEW  GERBERICH- PAYNE CATALOG 
is comine Auguat Lap 





B. ready early for those important back-to-school replace- 

ments, and keep your eyes peeled for the new Gerberich 

catalog coming your way! This Fall will be a season of steady 

sales because more parents will have more dollars in their 

pockets for better shoes for their boys, assuring orderly, Grier 
profitable selling the whole Séqson through. Gerberich’s "rae 
service, including, Gerberichs, ‘Stride Rite, Junior Arch 

Preserver, and Official Boy Scout Shoes, and Gerberich’s 

In-Stock plan will make it practical for you. 
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STYLE NO. 334. 


Boys' Brown Highland Grain Lace Oxford, Rival Last, 
Rubber Heels, Overweight Oak Soles—Widths ‘A to D: 
Carried in Big Boys’ Sizes 6/2 to II. 

Style No. 332. 

Same as above in Black. 
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